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WH. Black, Manager of Advertising a 


The closer you concentrate 
} your sales, the better target you make 
for your Big competitor. 


And these are days when the big competitors are getting 
ready to eliminate their little rivals—preparing to beat 
them down before absorbing them—or to beat them out. 

J Widespread sales would make you safe. 
yw Write me a letter. 

Let us talk it over with you. Find out how the wide- 
spread policy works for other successful business houses. 

Tear out this page. Pin it to your letter, and mail the 
letter to-day. 





W. H. BLACK, 
Manager of Advertising, 
Butterick Building, New York. 
Don’t think that to go after widespread sales would turn 
your present business methods upside down. The same 
amount of sales, spread wide, instead of concentrated, can 
be handled with the same amount of profit—with no greater 

work—and with greater accuracy, and greater safety. 
Part of the cost of running your business, remember, 

is the cost of holding your business. 


[The Combined Advertising Departments of the Detineator, the Dgsicner and New 
IpgEA Woman’s MaGazineE form the largest, most efficient single power for. business 





ith tga in the world—strong enough in itself to assure the success of any good article, 
ch hey carry your business message to the best customers of every good store in the United 
ms States that sells, or should sell, your product.] 
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he The Largest, Most Efficient Single Power for Business Promotion in the World 
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The Supremacy of the 
Register and Leader 


IN DES MOINES AND IOWA 
IN 1907 = ee eee 


The predominant position which the REGISTER AND 
LEADER occupies as the most powerful selling force in 
lowa is shown by the advertising record for the past year, 

The following table, accurately compiled, shows the total number of 
inches of advertising printed in each of the Des Moines newspapers 
during the entire year of 1907: 


The Register and Leader - 294,001 
The Capital . - - 268, | 30 
The News - -~ - - 251,263 


In 1907, the REGISTER AND LEADER carried g 2-3 per cent more 
advertising than the Cafita/ and 16 2-3 per cent more than the Vews. 

As compared with the record uf 1906, the REGISTER AND LEADER 
made a gain of 15,520 inches, the Cafsfa/ a gain of 5,951 inches and the 
News a loss of 10,260 inches. 








The Market Place of lows." 


The REGISTER AND LEADER regularly carries a far larger number of 
want ads than any other Iowa newspaper. Advertisers get profitable 
returns—that’s the reason. 


Classified Advertising Printed in Des Moines Newspapers in 1907 


No. of Separate No. Inches 
Want Ads Classified Adv. 


The Register and Leader 141,713 95,827 
The Capital - = - 98,101 64,032 
The News” - - - 88,825 57,450 


The “Leader” In Want Advertising Is Closest to the Hearts of the People. 
‘The volume of classified advertising carried by a newspaper—the Wants, For 
Sales, To Lets, etc., etc.—is a record of a popular vote upon the comparative advertis- 
ing value of the daily newspapers of a city. ‘The paper that secures the largest propor- 
tion of these small announcements never fails to be the one that is closest to the hearts 
of the people. They are the sort of business that begets business.” —Printers’ Inf. 


Average circulation, 1907, 30,473 
me 1906, 27,514 


Net a - - 2,959 


THE REGISTER AND. LEADER, 
DES MOINES. IOWA. 


PAYNE & YOUNG, Eastern and Western Representatives, 
New York (F. P. Alcorn, Mgr.), 510 Potter Building. Chicago, 749 Marquette Building. 
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A FEW WEEKS WITH JOHN Li 
BULL. 


Final Article. 


Deep down in the soul of every 
other American advertising man, 
and away off in his bright future, 
lies a certain thing that he means 
to do—or at least hopes that he 
means to do sometime—to round 
out his career. 

That thing is—Go to London. 

Our Yankee advertising man 
perhaps comes out of the tall 
timber, orginally. He begins on 


the Weekly Clarion, in Jimville. 
This gives him local distinction, 


knowledge, experience, and in 
time he goes to a bigger place— 
Des Moines—and improves his 
condition and knowledge so vast- 
ly that that eventually leads him 
to go to a place still bigger— 
Omaha, More improvement, more 
experience, more salary. So he 
gets into the way of seeking ever 
a bigger and bigger field, and 
goes to St. Louis, and Chicago, 
and finally fetches up in New 
York. Which is as far as he can 
go along this line of develop- 
ment unless he crosses the At- 
lantic. But the direct ratio be- 
tween a bigger place and better 
conditions leads him to cast his 
eyes to still a greater metropolis, 
and there is only one greater, and 
that is London. For Paris doesn’t 
count when you can’t speak or 
write French. 

And so, some day—he can’t say 
when, but eventually—he hopes to 
have a try at London the magni- 
ficent. He may be a copy writer 
in an agency, yet in ‘some mys- 
terious way Fleet Street beckons 
and promises a wider field. He 
may own the agency, and _ stil) 
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Sandie tempts him at a distance 
with dreams of better accounts, 
bigger business—is at least a pos- 
sible site for a branch. He may 
be a publisher, or a publisher’s 
young man, in which event the 
very crudeness of British maga- 
zines act on him like the call of 
the wild. 

He means to go—some day. 
And there the matter rests. 

For with all this thought about 
London, few American advertis- 
ing men ever get there except as 
tourists, and those who go for 
business usually come back, 

London at a distance looks 
very much like Opportunity. 

At close range, however, there 
is some doubt about it. 

The American advertising man 
who goes to the British metrop- 
olis, either to get a job, or found 
a new agency or periodical, will 
probably not succeed—chances are 
quite heavy against him. 

And if he does succeed, his 
success will be somewhat analo- 
gous to that of a lone Socialist 
who gets elected to the city coun- 
cil in a town where two old party 
bosses divide things between 


them. 

John Bull is unquestionably 
applying American methods of 
selling and advertising, He needs 
them, and they will do him good. 
But he isn’t applying Americans, 
or if he does send over for one 
occasionally, the latter’s job is 
gone as soon as John learns to do 
what he knows, and he couldn't 
very well do otherwise. 

Let us look into the basic con- 
ditions of both countries. 

All these hundreds of young 
men who have come to the front 
in advertising in the United 
States the past fifteen years, owe 
their rise and prosperity to a 
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great expansion of our manu- 
factures during that period, to 
our great agricultural prosperity, 
and to growth in the distributive 
machinery of our country, of 
which the press and advertising 
are merely part. 

From 1890 to 1905 our manu- 
facturing output grew from nine 
billion dollars to nearly seventeen 
billions. 

Now, Great Britain shows a 
steady decline in agriculture the 
past generation, so her consum- 
ing class includes no purchaser 
like the American farmer, Wages, 
too, are lower than with us, and 
the English industrial population, 
while an enormous consumer, is 
still not to be compared to .the 
same class in this country. 

England apparently takes no 
factory census like ours, But her 
trade may be gauged by her ag- 
gregate of exports and imports, 
which are tabulated as her Gen- 
eral Merchandise Trade. From 
1890 to 1905 this rose only from 
$3,700,000,000 to $4,800,000,000, 
so that it reflects no such strides 
as our own manufacturing. 

John Bull’s population is only 
half of ours. 

He makes more staples than 
anything else, and is backward in 
novelties, | conveniences, gim- 
cracks. Therefore, much of his 
output falls beyond the scope of 
the advertising man—England is, 
in a manufacturing sense, some- 
what like Buffalo, Cleveland or 
Birmingham, Ala. Even if the 
stuff itself could be advertised, 
much of it goes into export trade, 
and so would get away. Again, a 
very Jarge proportion of Eng- 
land’s capital goes into foreign 
investments instead of new home 
industries, and so gets out of the 
province of the advertising man 
too. 

Economic conditions in Eng- 
land are largely against the Yan- 
kee who goes there to find a 
broader field of opportunity than 
he will find at home. 

Social conditions are against 
him, too, and temperamental, and 
if these are not enough, then the 
British climate is likely to finish 
him. 


—e 


It isn’t altogether creditable 
yet in England to earn one’s liy- 
ing. Self-support is becoming 
more so from year to year, and 
in time may be even respectable. 
But your tailor over there always 
classes you: with the milkman and 
other crass industrial persons if 
you pay your bills promptly. He 
likes you better if you wait until 
the clothes are worn out, and his 
real ideal of a customer is the 
nobleman who won't pay at all. 
Industrial activity” is still regard- 
ed somewhat as Doctor Johnson 
regarded oats—that is, good for 
a Scotchman anywhere, perhaps, 
but in England only suited to 
horses. 

Then John Bull is the most 
patriotic creature alive. Just as 
he is the last of all our immi- 
grants to take out naturalization 
papers, so in England he holds to 
his own people before all others, 
and gives the preference to any- 
thing English. There isn’t a bit 
of malice in this, but just a re- 
markable sense of nationality. 
The American is more warmly 
received than any other outsider. 
But John rather fancies him to 
be not altogether trustworthy, 
you know—not solid—a bit’ flighty 
in his ways of going direct from 
point to point where the English 
usually, go round. He resents the 
Yankee’s pacemaking. He finds 
him complex, changeable, given to 
strange moods, not impressed by 
precedents. Yankee self-reliance 
is quite opposed to all English 
custom, for over there much is 
built on family, and connections, 
and it is constitutionally impos- 
sible for the average Englishman 


to separate a man _ from _ his 
grandfather. Very often he 
would like to do it. But he 


simply can’t, 

Climate is a very heavy handi- 
cap to the Yankee, reared on a 
dry, sunny continent. The leaden 
skies and oppressive fogs of the 
British Isles, and especially Lon- 
don, put a damper on an Ameri- 
can, and make him dull, soggy, 
conservative. Going from a coun- 
try of intense activity and an in- 
vigorating atmosphere, he finds 
himself in a land where there is 

(Continued on page 6.) 
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To produce mail-order sales of an 
article selling for a few cents is one 
thing, and to be able to sell direct by ad- 
vertising articles running up into dollars 
is quite another. 

The Pittsburg Portable Radiator Com- 
pany sell their product at prices from 
Eighteen Dollars up. We are in receipt 
of the following letter from them : 


‘“It occurred to the writer that you would be gratified to learn 
that from our recent little ‘ad,’ in THE SATURDAY EVENING Post 
we received over a thousand inquiries, with sales enough to pay for 
it, and correspondence that has resulted in us placing agencies in 
several desirable points in the United States. 

‘We are especially gratified (in view of the fact that our radiator 
is not a cheap proposition) with the high grade of the replies we 
received, from Maine to California. 

‘*Our advertising man is now at work on future advertisements, 
and will communicate with you promptly. 

‘* Very truly yours, 
‘PITTSBURG PORTABLE RADIATOR CoMPANY. 
‘(Signed), J. M. DAFFRON, 
‘‘Sales Manager.” 


Tue Saturpay Evenine Post makes 
good in more different kinds of advertis- 
ing campaigns than any other publica- 
tion in America. 


THE CurRtTIs PUBLISHING COMPANY 
PHILADELPHIA 


New YorK Boston CHICAGO BuFFALO 
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either the air or the 
people around him. Ideas used 
to come freely at home. In Eng- 
land for a few months they come 
less freely, and then with rarity, t 
and finally not at all. Selling 
arguments and schemes used to 
be easy in New York or Chicago 
—he got them out of the very 
objections of his prospect. But in 
England the prospect either won't 
see him, or if he does grant an 
interview, won't object or raise 
points. So the Yankee salesman 
or promoter begins to consume 
himself, and by and by he is all 
gone. 

Here is the copy man in an 
American advertising agency, able 
to plan and write advertisements 
that absolutely pull business 
wherever you put them in a good 
medium. John Bull needs better 
copy. One or two of the newer 
London agencies are _ building 
copy departments on American 
lines, and probably within the 
next five years many more Brit- 
ish agencies will have to follow. 
American ideas in copy, and 
American selling plans have been 
shown to be productive in Eng- 
land, notwithstanding the differ- 
ence in conditions. Now, is any- 
thing more logical than that our 
Yankee copy man ought to find a 
good berth in London? 

On paper, No—it is as simple 
aA B C. 

But in practice it doesn’t work 
cut at all. 

In the first place, if the Yankee 
copy man could make as great a 
success in London as here, they 
wouldn't begin to appreciate him 
as much, or pay him as good a 
salary. 

But he can’t make a success. 

He may have so broad a knowl- 
edge of principles underlying his 
own copy at home, and so good a 
grasp of English requirements, 
that he knows precisely how one 
ought to be adapted to the other. 
Well, he could hardly adapt them 
in person. He might as well try 
to turn himself inside out. For 
what brings success here will 
have to be done backward in 
England. 

American advertising copy has 


no nip in 


sparkle and brevity. In England 
they don't want brevity at all, but 
good, tough, long-winded exposi- 
tion—an ad that the reader can 
take his coat off to peruse. 

Nor do they -want sparkle. 
The selling arguments may be 
fundamentally the same. But 
there they will have to be put 
into the sober English idiom, and 
arranged in a _ sequence’ with 
reference to British habits of 
thinking. Where we “play up” 
for emphasis, John Bull “plays 
down” for credibility. “Greatest 
on earth” doesn’t convince a 
Briton. Better tell him it’s the 
oldest, the kind his grandfather 
bought. He resents bounce and 
exaggeration in an advertisement 
just as he represses forwardness 
in a shopkeeper. The man who 
sells is a servant, and always 
ranks below his purchaser. Brit- 
ish readers are eternally suspicious 
that they are about to be gulled. 
It is quite easy to gull them, as 
a matter of fact. But it can’t be 
done by exaggeration. You have 
to lower your voice. 

One of the most curious studies 
that can be taken up is to go 
through a representative  collec- 
tion of British advertising and hunt 
for direct assertions, or statements 
that urge the reader to act, or 
other features approximating our 
“selling taik.” If the British 
copy man finds it advisable to 
state that anything is the best in 
the world, he throws the burden 
on a third person—he says that 
a lady writes that it is the best 
in the world. No British adver- 
tisement, either, is complete 
without a reference to the num- 
ber of years the commodity has 
been on the market or the adver- 
tiser established. In fact, the av- 
erage advertiser, having told this 
part of his story, will usually con- 
sider that he has made a com- 
plete statement of his proposition. 
It is not too certain that he 
hasn't, in England. Over a Lon- 
don boot-shop appears simply a 
big clock, with the sign, “Time 
will tell—established sixty years.” 
That is, for London, a very per- 
suasive ad. 

An American solicitor, used to 

(Continued on page 8), 
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Philadelphia's 
Advertising Medium 


Soe The Eoening Bulletin, wwe 


yp nares grits) 0 BE GIVEN BRAVE TROOPERS RAILEOAD EN WUPRECET BON 
Bem + OSE WELCOME AT MURKY DANCE GPEET AR. MOREA SCOPES sRRUREN 
| = ~$ ipa 4 germ remem eee ane en PARAL SN ND mI 









“In Philadelphia nearly 
everybody reads The Bulletin” 


For detailed figures see Roll of Honor 
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devising selling plans, would find 
just as greaf contrasts in Eng- 





land. John Bull isn’t as access- 
ible to the solicitor,- for one 
thing. He has never learned to 


look to the latter for suggestions, 
criticism, help. The motives that 
animate him are different, so that 


an American advertising man ts 
usually at a loss to reach and 


persuade a British r-anufacturer. 
in our own country it is sufficient 
to indicate a new market, a new 
way of reaching ccnsumers, a 
practicable method of dealing 
with competition or substitution. 
Interest and a hearing are ac- 
corded immediately, But in Eng- 
land a manufacturer may be the 
grandson of the man who found- 
ed the business. His fortune is 
already ample. He makes as 
much money as he wants. He 
won't be interested in a_ plan 
whereby he might make more if 
it entails extra work—between 
hustle and golf he will choose 
golf every time. He may not 
care to adopt a plan that will 
make more profit with the same 
amount of work provided it 
brings him into antagonism with 
competitors or the trade. In 
brief, he falters and sticks at a 
hundred points never considered 
at all by an American manufac- 
turer; and just when the solicitor 
fancies that he has convinced 
him, he turns to the left. 

A large manufac‘aring con- 
cern in the North country was 
approached with a feasible selling 
plan by a solicitor for a London 
agency. The proprietors liked 
his plan, and explained that they 
had for some time been consider- 
ing the advisability of reorganiz- 
ing their selling department, 
which was in charge of an em- 
ployee grown old in their ser- 
vice, and was now too old. Ne- 
gotiations went on for several 
weeks, and then, just the point 
where the solicitor thought he had 
landed his prospects, the manu- 
facturers ended the affair by tell- 
ing him he was too young a man 
to be trusted in such plans! 

Strangest of all, to the Ameri- 
can, England is a land where op- 
portunities and potential new 
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business crop out in every indus- 
try. Any Yankee tourist in Lon- 
don a month can map out career 
after career for himself as a dis- 
coverer and developer of dor- 
mant demand. But all this po- 
tential business is enchanted. An 
American can see it, but he can't 
touch it. It looks easy to get, 
but story after story might be 
cited to prove that it isn’t to be 
had at‘all. 

Take electric lighting, the tele- 
phone, the trolley. With us, these 
industries are now being built up 
amazingly by advertising, In 
England they are going from bad 
to worse for lack of it. 

The London underground rail- 
ways give an excellent  illustra- 
tion. 

These magnificent tubes, 100 to 
150 feet below the street, per- 
fectly ventilated, and covering all 
London with a criss-cross trans- 
portation system that goes under 
the river, penetrates the most 
crowded centers and takes pas- 
sengers to remote suburbs at 
fares ranging from two cents up, 
and provided with all sorts of 
transfer facilities—remarkable as 
it is from the standpoint of en- 
gineering and convenience, it 
does not pay, and people travel 
about on the surface. Why? 
Chiefly because the tubes have 
never been advertised or ex- 
plained. The system is extraor- 
dinarily complex. Even a London 
bobby, who usually knows every- 
thing, has to go to school a 
month to learn where all the 
tubes run. The companies adopt- 
ed a characteristic British form 
of advertisement by giving the 
public 140,000 free rides when 
the tubes were first opened— 
probably all were sightseers, and 
none rode on a line they would 
ordinarily use every day. 

A Yankee advertising manager, 
confronted with such a problem, 
would reach precisely the persons 
who could use a specified tube 
every day, either through the 
newspapers or at their homes in 
the suburbs, and would lay be- 
fore them schedules of trains, 
routes, fares, running time, etc. 

The telephone is half a failure 
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in England because hardly ten 
per cent of the people know how 
to use it, and because the com- 
panies have not yet grasped the 
central idea of telephone  prac- 
tice as it is understood in this 
country. They are still renting 
instruments by the year, whereas 
our telephone men have learned 
that the message rate is the true 
unit, and that money is made in 
their business by putting in an 
instrument free if necessary and 
then stimulating service by ad- 
vertising, by showing ways in 
which the telephone may be used, 
by improving the service so that 
it will be used for everything, 
from calling the doctor at two in 
the morning to calling up Cen- 
tral, and asking the time, or how 
the election went. 

Conditions are much the same 
in British electric lighting and 
power. At each company meet- 
ing the chairmen explain why 
profits are declining, giving every 
theoretical reason, from free 
trade to competition of. municipal! 
plants, and never the right one, 
which is nothing more or less 
than lack of attention to building 
up new business. 

All these fields might be work- 


ed as American telephone, trac- 
tion and_ electrical companies 
work them—through educational 


advertising, backed up by active 
personal solicitation. An Ameri- 
can might do it easily enough, 
coaching and handling a staff of 
English canvassers. But the sal- 
ary that any British company 
would pay him would probably 
be half what he could earn in 
this country for equal service, 
and in the period that would be 
needed to convince such a com- 
pany and induce it to go ahead, 
he might land three better posi- 
tions at home, and this would 
apparently hold true of every in- 
dustry where an American might 
seek to develop a good position 
of profitable agency account by 
methods similar to those followed 
in the United States. + 

Every American who has made 


a success in London has, as a 

rule, gone there to represent 

some American commodity or 
~ 


-_ 


company, cither as branch mana- 
ger or advertising agent. 

This is the only logical way to 
go to London. 

For by American backing and 
American commodities and con- 
veniences, it is possible to take 
advantage of the conservatism of 
the British industrial world in. 
stead of trying to reform it. 

The trick has been turned again 
and again the past ten years, and 
for every case in which success 
has followed there are perhaps a 
dozen American commodities, de- 
vices, conveniences here at home 
that John Bull would buy if they 
were put before him. Methods 
by this time are pretty thorough- 
ly worked out and_ standardized. 
All that is needed is adequate 








It is not disputed 
that Tur ReEcorp- 
HERALD hasa larger 
net sold circulation 
than any other two cent 
paper in the United 
States, morning or 
evening, and it is the 
only morning paper in 
Chicago which freely 
gives detailed informa- 


tion as to its circula- 


tion 














e . 

Lincoln Freie Presse 
Lincoln, Neb. 
renee 149,28 
Our biggest circulation is in the States of 
Iowa, Wisconsin, Minnesota, Nebraska, 


Illinois, etc., in the order named. Allsub- 
scriptions paid i in advance. Flat rate, 35c. 
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capital—not necessarily big capi- 
tal either—and  fair-mindedness 
in entering the Britisk field, and 
willingness to start on a _ small 
scale, and to learn the people and 
the market, and to rely on an ad- 
vertising agency familiar with 
British copy and trade conditions 
—with a good deal of attention 
to training the British canvasser 
and transforming him into a good 
salesman, with something to sell 
and something to say about it. 
John Bull, once your customer, 
will stick to you longer than a 
Yankee, a German or a French- 
man. British competition will 
rise when the new commodity or 
contraption takes root. But the 
American who gets in on the 
ground floor of such a trade 
right, and works toward the ideal 
condition of having his stuff 
made in England itself, in a 
branch factory, thus putting him- 
self on a level in labor cost, will 
seldom have any difficulty in 
holding his own—the English 
can't eat him any faster than the 
active Yankee competitors he 
would have at home, and in 
many industries can’t touch him 
at all. 

In such things as office cabinets, 
for example, a Yankee concern 
with its factory in London may 
do business for years with only 
the competition of what are 
known as “little m«asters”—that 
is, furniture dealers and cabinet- 
makers scattered around through 
the suburbs who take a job of 
any sort, from building a trunk 
to upholstering a chair, and who 
don’t know the office cabinet 
game, and never will. 

But there is an objection and a 
danger even to going to London 
in this way. 

For London is a long distance 
from New York, Pittsburg, or 
Chicago. The American company 
that sends its energetic branch 
manager there will be likely to 
look after him far less loyally 
than after a single order from 
Dayton or Dallas. The capital 
allotted him may be insufficient. 
The company won’t act on _ his 
proposition for a branch factory 
across the water. He can’t get 


goods suited to the British trade. 
He makes a fine beginning, and 
then has the chagrin of seeing a 
real British competition grow up 
steadily, with its advantages in 
cheap labor, and in a few years 
take the market that he created, 
and which he might have held 
éasily with proper support from 
his American employers. They 
defer plans, and put off proposals 
from year to year, under the im- 
pression that some day they will 
really take up this English mar- 
ket and go into it properly. But 
when they do—if they ever do— 
it is irrecoverably gone. 

No—London is a_ delightful 
city, and England a great coun- 
try. 

But the Yankee advertising 
man who has them in view as 
the next place to go, the biggest 
place on earth, the place where 
he will reach larger things, had 
better go over first as a tourist. 

Jas. H. Co tins. 


PROFESSORS IN PEACE AND 
PLENTY. 


When a man has taken the third de- 
gree in the science of salesmanship, 
has put the finishing touches on a ca- 
reer of strapping and _ unstrapping 
cases in hot summers and chilly win- 
ters, has taken a course in hard knocks 
in the College of Give and Take; after 
he has been frappeed by below-zero 
receptions; after he has simmered in 
the caldron of competition; after he 
has set his foot on the path that ieads 
to the summit of the mountain peak 
Success; after he has taken his post- 
graduate training in seeing hope de- 
ferred—I believe he should have the 
degree of Commercial Ambassador 
brought to him on a golden salver, for 
he is now a professor in the gentle 
arts of Peace and Plenty.—Walter D. 
Moody, in “‘Men W ‘ho Sell Things.” 


A FRANK ADVERTISER. 


The new commercial morality has 
spread to Ceylon. From one of the 
newspapers of that balmy island we 
take the following: 

“Ch. A. Horse-—rising 7, fine mouth 
and paces, about 15 hands: fine Lady’s 
Hack. shows a lot of breeding; Rea- 
son for selling, bad with motors; won’t 
go in harness; jibs when leaving 
stables; catches rider by seat of 
breeches when mounting; but a darlin 
pet. Apply, etc.”--London Daily Mail. 


—— 


GOLD MARK QUALIFICATIONS. 


The medium with the best class of 
readers, will usually contain the high- 
est quality of reading matter, and 
carefully prepared advertising as well. 
—Shoe and Leather Reporter. 
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A brisk export demand 
is a mighty comfortable 








thing when domestic 





trade is depressed. 





GREAT BRITAIN is the biggest 


consumer of imported goods in the 


world. Hundreds of millions of pounds are paid 
annually by Great Britain for foreign commodities. 


GREAT BRITAIN imposes no 


restrictive import tariffs, and for the American 
manufacturer there is no complication with a foreign 
language. 


The British Market 
offers the greatest 
opportunities to the 
American manufacturer 





[ I am on ihe ground and know 








There are many American lines of branded goods on 
this market, languishin ng entirely from lack of business-like 
selling and advertising*effort. There are hundreds of other 
American proprietaries which could find a profitable sale, 
easily, if placed on the market intelligently. 


If you want an unbiased opinion 
based on extended and successful 
experience, address 


P aul E. D errick, Pig er ag 
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WHAT DOES “GUARANTEE” 
MEAN? 





“Here's one for seventy-nine 
cents,” said the jeweler, holding 
aloft a nickeled alarm clock. His 
prospective customer had asked 
for a dependable clock with an 
alarm attachment, but seemed 
skeptical of the kind that seventy- 
nine cents would buy. Apparent- 
ly divining his thoughts or sus- 
picions, the jeweler, anxious to 
effect a sale, quickly added, in a 
tone of contidence: “And, my 
friend, this clock is guaranteed!” 

That settled the man’s doubts 
and he purchased the clock. For 
seven days it was a model of ac- 
curacy, always waking him 
promptly at the hour set. Then 
he wound up the clock in the 
usual way one night, set the 
alarm to ring at seven a. m., and 
went to bed. It was in the win- 
ter time, when early breakfast 
made gaslight a necessity in the 
dining-room. A_ violent ringing 
suddenly aroused him after what 
seemed only a couple of hours’ 
sleep and he sprang out of bed 
and looked at the clock. Yes, it 
was seven o'clock, 

Hurriedly dressing he rushed 
downstairs, two steps at a bound, 
whistling. When he reached the 
first floor someone on the floor 
above dashed to the head of the 
stairs and called after him in an 
anxious voice: 

“What's the 
house on fire?” 

“Why no,” replied the other in 
surprise, beholding a pajama-clad 
form in the dim light, “that is, 
not that I know of, or at least,” 
he added in confusion, “I hope 
not.” 

“Then if it isn't, why in hell 
don’t you have some respect for 
other people and make less noise 
going downstairs at this time of 
night?” angrily demanded the 
voice above. 

“Night?” queried the first man, 
thinking the other demented, 
“why what time do you suppose 
it is?” 

“It's just two o'clock, you 
idiot!” was the reply. 


matter, is the 


Quickly pulling out his watch 
and giving it a covert glance, the 
man who owned the alarm clock 
discovered to his horror that the 
man he had annoyed was right 
about the time. 

On returning to his room a 
thought occurred to him and he 
examined the alarm clock at 
close range. Yes, there it was 
on the dial in tiny capital letters: 
“GUARANTEED.” 

“Guaranteed for what or how 
or why ——. That might mean 
anything,” he mused, 

At the first opportunity he took 
the clock back to the jeweler. 
“Look here,’ he — exclaimed 
wrathfully, “you sold me_ this 
clock and you emphasized the 
fact that it was guaranteed.” 
Then he related his experience 
and wound up by asking the 
jeweler what he was going to do 
about it. 

“Do?” repeated the latter, “why 
what can I do? I don’t make 
the clocks; I merely sell them. 
Now if you want to pay a little 
higher price and buy a better 
clock, I ——.” 

“Do you mean that you won't 
give me another clock for this 
one, or return my money, or fix 
this clock without charge?” in- 
terrupted the clock buyer. 

The jeweler merely shrugged 
his shoulders and walked away 
to wait upon another victim. 

Curiosity impelled the disap- 
pointed clock owner to write a 
history of the case, mentioning 
the guarantee, and mail it to the 
makers of the clock. In reply he 
was informed in circuitous, but 
unmistakable, language that he 
had done something to the clock 
that he shouldn't. 

It was not until this experience 
that this man realized the fallacy 
of the guarantee as commonly 
used, but he now regards with 
suspicion anything that is adver- 
tised or sold with an undefined 
guarantee. 

Apparently, some advertisers 
who use the word do not stop to 
think what it means or implies. 
To them it is merely a bit of 
cajolery. or bait; a three-syllabled 
finality to their claims, or per- 
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haps, a subterfuge to gain confi- 


dence. 
And there is hardly another 
word in the English language 


that is resorted to more frequent- 
ly as a synonym for dependability 
or as a descriptive climax to 
claims of quality or superiority. 

To the great majority of peo- 
ple the word means or implies 
only one thing—money back if 
goods are not as represented, or 
if purchaser is dissatisfied, 

But, in most instances where it 
is used, the lone word “guaran- 
teed” can be thought to mean any 
one of several things without 
really meaning anything. 

It is not at all uncommon to 
find in advertisements, or stamp- 
ed upon the article, the bold as- 
sertion, or label, that the product 
advertised is “guaranteed,” but 
absolutely without particulars, In 
other cases it is merely guaran- 
teed to be “better’*than any com- 
peting article. 

Still, it may be a comforting 
assurance to the purchaser to see 
the printed word in the advertise- 
ment or on the goods; and it may 
add to his confidence in the 
maker or seller; but unless the 
guarantee is defined, or put in 
black and white, it does not place 
the slightest obligation on the 
maker or seller of the goods. 

Used by itself the word is 
really meaningless. Why couldn't 
the maker or seller of the 
goods, if forced to defend or pro- 
tect himself, claim with equal 
reason that by “guaranteed” he 
means that his goods were guar- 
anteed to prove unsatisfactory? 

Here is an_ advertisement, 
selected at random from many 
of its kind, which illustrates the 
point : 





GUARANTEED 


CLOTHES. 


L. Greif & Bro. 
Baltimore, Md. 


also frequently 


; The word is 
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worked in as part of a_ trade- 
mark, without obligating the ad- 
vertiser—for example: 


Best Made—Keiser Cravats—Wear 
Guaranteed, 





At first glance this advertise- 
ment, with “our guarantee” well 
displayed, leads one to expect big 
things, but only a maze of words 
without meaning fill the space: 

OUR GUARANTEE 
of the quality of “McKenna” Fixtures 
is based on the finest and most mod- 
ern materials that can enter into their 
manufacture, 


“Warranted” is 
of saying “guaranteed,” but this 
advertiser leaves you to guess 
what every pair is “warranted” 
to do: 


Worn All Over the World—Every 
Pair Warranted—Velvet Grip—Cushion 
Button Hose Supporter. 





another way 





An assurance that the purchas- 
ers money would be returned if 
“good wear” and “perfect satis- 


faction” were not obtained, would 
make this an acceptable guar- 
antee: 


This garment is guaranteed to give 
good wear and perfect satisfaction to 
the consumer. 

WOODHULL, GOODALE & BULL, 
Makers, 
Syracuse, N. Y. 





By way of comment on the fol- 
lowing it might be said that no- 
body’s name is a guarantee of 
anything unless it is affixed 
to a definite and specified agree- 
ment or contract: 

Look for my name when you 


black  hosiery—it guarantees 
World’s Best Dye.” 


Coffee topers, to use a Post- 
ism, ought to be cheered by this 
nice statement—although it is 
past understanding how the ad- 
vertiser can make good his guar- 
antee: 

We guarantee you will find out that 
“White House” Coffee is the coffee to 
exactly suit your discriminating taste. 


After all, the specific, can’t-be- 
misunderstood, money-back-if- 
you-want-it guarantee is the only 
one an advertiser should use. 

Guarantees that are stated in 
terms sufficiently specific to give 


buy 
“The 
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the buyer that assurance of satis- 
faction with his purchase which 
a guarantee should convey are 
very rare, and for this reason the 
following examples are interest- 
ing. 

Here’s one that holds as far as 
there can be any legitimate de- 


mand for money back or satisfac-" 


tion on the part of the purchaser: 


weeewwssevesessseces 


PURCHASER'S GUARANTEE: 
a here te faa 
from date i i 
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GUARANTEE TO MERCHANT! 
is petticoat bearing trade mark 
crack or split within Seems 
from date of sale to customer, we authorize 












will replace it. 
vemenun THE S. H. & M. CO. 
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IMPORTANT. 
hen sold to customer, dealer must detach 
return to 








Sold. 
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And this is another  praise- 
worthy effort that is really worth 
while: 


HOME SILK MILLS—BLACK 
TAFFETA. 
Protection Guarantee. 

Whoever buys a piece of Home Silk 
Mills Black Taffeta which splits within 
six months from date of purchase gets 
a new piece of silk free, and twenty- 
five per cent of the purchase price in 
cash besides. Home Silk is made in 
three widths, at these prices and with 
these amounts forfeited if the silk 
splits: 

21 inches, $1.25 a yd.; you get back 
144c. a ‘ 
: 37 Ba dg $1.50 a yd.; you get back 
7c. a le 
an saline, $2 a yd.; you get back 
soc. a yd. : ; 

Important: Every piece of genuine 
Home Silk Mills Black Taffeta has 
woven into the selvage (every six 





NS 
Y/- 


inches), in white between parallel white 
lines, the words: 

“Home Silk Mills Guarantee.” 

In order to secure the protection of 
our guarantee, insist that the salesman 
give you a “Protection Certificate,” 
filled ‘out to show time of purchase and 
cost of silk, 


HOME SILK MILLS, 
New York Office: 1 Greene Street, 
Mills: Haverstraw, N. Y. 





This one is apt to be criticised 
because it goes only half way, 
leaving the mere inference that 
the purchase price will be re- 
funded if the underwear does not 
last two seasons: 
Two Garments—Two 

Dollars. 
GUARANTEE BOND. 

This Bond guarantees: that two (2) 
garments of Wonderwear Underwear 
or one (1) union suit will last two 
seasons of ordinary wear.—Any claim 
against this guarantee must be accom- 
panied by the return of this bond and 
the garment in question, 

PErOtD: Aiscicscnscns 

i One 

RMS. cbs acnenn s 


THE WONDERWEAR MANUFAC. 
TURERS. 


Seasons—Two 





Just why this advertiser con- 
fined his guarantee to the “rear- 
axle system” instead of making 
it cover the entire benzine 
barouche is a puzzle: 

If at any time within Two Years 
after the delivery of a Car De Luxe 
any fault or break whatsoever develops 
in the rear axle system, or any part 
of it becomes unfit for service through 
wear, we will replace it free of charge. 





An oculist in Newark, N. J., 
gives this signed guarantee to 
every purchaser of a pair of his 
glasses, and as the advertiser 
himself asks, could anything be 
plainer or fairer?; 


GUARANTEE. 
Date Feb. 26, 1907. 

Name—James B. Smithman. 

The eye-glasses made for you are 
guaranteed to suit your eyes perfectly 
for one year from date or the price 
paid will be refunded upon request. 

At ary time within one year the 
lenses will be changed free of charge 
to correspond with any change in your 
eyes, 

Any defective part will also be re- 
placed without charge. 





If the Iowa incubators and 
brooders are as efficient as the 
maker’s faith in their construc- 
tion is strong, there ought not be 
any further necessity of import- 


» 
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ing eggs from Europe—here’s the 
guarantee; 

We guarantee the Iowa Incubators 
and Brooders to be just as represented 
between the covers of this book. We 
guarantee they are well and _ substan- 
tially built and in durability second to 
none; that they are fireproof in con- 
struction throughout, mineral wood and 
asbestos paper being used on the parts 
exposed to intense heat, and that they 
are fitted with a non-explosive lamp 
of the latest style and pattern. We 
agree, within a reasonable length of 
time, to replace all broken or defective 
parts in our machines, if returned to 
us charges prepaid, provided the break- 
age or defects were not caused through 
carelessness or neglect on the part of 





the operator. 

Judged from a_hair-splitting 
point of view this guarantee 
should have the word “imper- 


fect” eliminated: 
GUARANTEE, 

The Naiad Shield is fully warranted, 
and any damage to garment resulting 
from an imperfect Naiad Shield will 
be paid for. The Naiad Shield is also 
guaranteed to be highly hygienic and 
therapeutic, and absolutely healthful to 
the most delicate skin. 





Incidentally, it might be men- 
tioned that in some _ instances, 
where a specific guarantee on a 
low-priced article is advertised, 
a great noise is made over it and 
the advertisers play it up for all 
it is worth—sometimes tor more 
than it is worth. 

It would be interesting to 
know to what extent these ad- 
vertisers have been called on to 
make good. Probably not one in 
ten has been asked over a dozen 
times to satisfy the purchaser or 
refund the purchase price. Not 
because the article guaranteed 
proved in a majority of cases to 
be just what it was guaranteed 
to be, but simply because, in 
most instances, where the article 
did not come up to the mark, the 
purchase price was so small that 
it would have been a waste of 
time and more money to enforce 
the guarantee. 

Advertisers who hang a guar- 
antee on a _ low-priced article 
realize this fact and are perfect- 
ly safe in offering money back. 
Very few people care to go 
through the agony of getting it. 

How many people, for instance, 
would ask for the return of the 


15 
price paid for a pair of ordinary 
“guaranteed fast black’ hose that 
turned green at the first wash- 


ing? 

Practically all of the big de- 
partment stores. will refund 
money on a_ purchase if the 


goods bought are returned in a 
condition that indicates that they 
have any responsibility in the 
matter. Many of these stores 
print guarantees on saleslips, and 
very often the guarantee goes to 
the extent of satisfying the cus- 
tomer, no matter what the rea- 
son may be for returning the 
goods. 

There are some _ department 
stores, however, that sing the 
praises of their guarantee, and 
when customers come back with 
their kicks they run afoul of red 
tape galore. Once the customers 
have gone through the ordeal of 
registering their complaint, pedi- 
gree and address, and stating the 
color of eyes and hair of the 
salesperson who sold them the 
goods; and when they have 
danced from one department to 
another, until they are footsore 
and weary, they are apt to mutter 
cusswords and imprecations 
against the store and its system, 
and vow never to go there again. 

By contrast, there is a Phila- 
delphia clothier who advertises 
“N. B. T.,” and dissatisfied pur- 
chasers can get their money back 
instantly without questions or 
quibbling; in truth “No Back 
Talk” is offered. 

In Baltimore another clothier 
advertises “Y. M. B. O. D.” and 
in this instance, too, you can 
have “your money back on de- 
mand” without being subjected’ to 
brow-beating or a shakedown. 

F. S. Moopy. 


———_+@> 


THE OLDEST PAPER. 


The Hartford Courant modestly pro- 
claims itself the oldest newspaper in 
America. It first was issued by 
Thomas Green, Oct. 29, 1764, and was 
about the size of a sheet of foolscap. 
The daily edition was started Sept. 12, 
1837. It passed into the hands of Gen. 
J. R. Hawley and Charles Dudley 
Warner in 1867. It remained under 
their control until ten years ago, when 
Charles Hopkins Clark, the present 
editor, was placed in command.— 
Western Publisher, 
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A Roil of Honor) 


No amount of money can buy a place in this list fora paper not having the 
requisite qualification. 








Advertisements under this caption are pted from publ rs who, accord- 
ing to tne 1907 issue of Kowell’s American Newspaper Directory, have submittea for 
that edition of the Directory a detailed éirculation statement. auiy signed and datea, 
also from publishers wno for some reason failed to obtain a figure rating in the i907 
Directory, but have since supplied a detailed circulation statement as described apove, 
covering a period of twelve months prior to the date of making the statement, sucn state- 
ment being available for use in the 19Cé issue of tne American Newspaper Directory. Cir- 
culation figuresin the ROLL OF Honor of the jast named cnaracter are marked with an (> }. 








These are generally regarded the publishers who believe that an advertiser has a right 


to know what he pays his hard cash for. 


The fuli meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation 

would ever for a moment consider the thought of securing and using the Guarantee Star 


ALABAMA. 


Birmingham, Ledger, dy. Average for 1906, 
22,419. Test advertising medium in Alabama. 


Montgomery, Journal, dy. Aver. 1906, 9,844, 
The afternoon home newspaper of its city. 


ARIZONA. 


Phoenix. Kepublican. Daily aver. 1907,.6,519. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 


ARKANSAS. 


Fort Smith, Times. Kvening (except Sat.) and 
Sunday morning. Daily averaye 1906, 4,228. 


CALIFORNIA. 
Oakland, Enquirer. Average 197, 
28,429; December, 1907,48,861. Largest 
circulation in Oakland guaranteed. 


COLORADO. 

Denver, Post. Like a blanket it covers the 
Rocky Mountain region. Circulation—Daily 
59.606, Sunday 84,411, 

8@ The absolute correctness of the latest 
circulation rating accoraed 
the Denver Post 1s guaran- 
teed by the publishers of 

GUA ” Rowell’s American News- 
TEED paper Directory, who will 
pay one hundred dollars to 
the first person who success- 

fully controverts its accuracy. 


CONNECTICUT. 


Brid rt, Evening Post. Sworn daily, year 
907, 11945. Sworn daily, Dec., 18,478. 


Bridgeport, Morning Telegram. daily. 
Average for Dec. 1907, sworn 12,007, 
You can cover Bridgeport by using 
Telegram only. late. ic. per line, flat. 


Meriden. Journal, evening. Actual average 
for 1906, 7,580, Average for 1907, 7,748. 


Meriden. Morming Record and Republican. 
Daily average 1906, 7,672; 1907, 37,769. 

New Haven, Evening Register,cy. Annual 
sworn aver. for 1907, 15,720; Sunday, 12,102. 


New Haven, Palladium. dy. Aver.1905, 8,686; 
1906,9,549. E. Katz, Special Agent, N.Y. 


New Haven, Union. Average /906,16,481. 
First 9 mos., 07, 16,521, E. Katz, Sp. Agt., N.Y. 


New London, Day, ev’g. Aver. 1906, 6,104; 
aver. for 107, 6,547, Gives best results, 


Norwalk,Eveniny Hour. Daily average guar- 
anteed to exceed 8,800. Sworn circulation 
statement furnished. 


Norwich. Bulletin, morning. Average for 
1905, 5,920; 1906, 6,559; January 1908, 7,488. 


Waterbury, Republican, morning and Sun- 
day, 1907 av. 6,888 daily; 4,400 Sunday. 


DISTRICT OF COLUMBIA. 
Washington, Evening Star, daily and Sun- 
day. Daily average for 1907, 85,486 (O®). 


FLORIDA 


Jacksonville, Metropolis,dy. Average 1907 
10,880, E. Katz, Special Agent, New York. 


GEORGIA. 
Atlanta, Journal, dy. Av. /907,51,144, Sun- 
day 56,882, Semi-weekly 68,275. The Jour- 
nal covers Dixie like the dew. 


IDAHO. 
Boise, Evening Capital News, d'y. Aver. 1906, 
4,808; average, July, 1907, 6,188. 


ILLINOIS 


Aurora, Daily Beacon. Daily average for 
1905, 4.580; 1906, 6,454; 1907, 6.740. ate 


Cairo, Citizen. Daily average ist ¢ months, 
1907, 1,585. 


Champaign, News. Guaranteed larger circu- 
lation than all other papers published in the twin 
cities (Champaign and Urbana) combined. 


Chicago, The American Journal of Clinical 
Medicine, mo. ($2.00), the open aoor to the Ameri- 
can Doctor, and through him to the Arerican 
Public, Av. c/rcul’n for past 3 years, 40,000, 


Chicago, Breeder’s Gazette. weekly.; $2. Aver 
circulation Jor year 196, 70,000. For year 
ended Dec. 25, 1107, 74,755. 


Chicago, Commercial elegraphers’ Journal, 
monthly, Actuul average for 1906, 10,000, 


Chieage, Dental Review, monthiv. Actual 
average for 196, 4.0013 for 1907, 4,018. 


Chicago, Examiner. Average 
Sor 1906, 
649.846 Sunday, 
173,000 Daily 

Guarantees larger circulation in 
city of Chicazo than — two 
other morning papers combined. 

Has certificate from Association 

of American Advertisers. 
Circulaticn for) Sunday, 717.681, 
February. 1907:§ Daily, 192,271, 

,_ Absolute correctness of latest circulation rat- 

ing accorded the Chicago Examiner is guaran- 

















teed by the publishers of Kowell’s News r 
Directory. — 
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Chicago, Farm Loans and City Bonds. Lead- 
ing investment paper of the United States. 

Chiengo, Journal Amer. Med. Ass’n, weekly. 
Average for 1907, 52,217. 

Chie Record-Heraia, Average 1906, daily 
141,748; Jatiy 168 4a 611. Average July, 1907, 
exceeding daily 1 420; Sunday 200,181. 
t@-The absolute correctness of the latest 

circulation rating accorded 

the Chicago Record-Herald 

is guaranteed by the pub- 

lishers of Rowell’s American 

Newspaper Directory, who 

will pay one hundred dollars 
to the first person who successfully con 
troverts its accuracy. 

Chicago, The Tribune has the largest two-cent 
circulation in the world. and the | st circula- 
tion of any morning newspaper in Chicago. ‘lhe 
TRIBUNE is the onty Chicago newspuper receiv- 
ing (OO). 

Joliet, Herald, evening and Sunday mocning. 
Average for year ending April 30, 1907, 7,871. 





Peoria. Evening Star. Circulation guaranteed 
more than 21,000, 


INDIANA. 
Evanaville. Journal-News. Ar. for 1906, 16. 
899. Sundays over Is,000, E. Katz, 8. A.,N.Y. 





od ategersts. Up-to- Date. Farming. 1907 av., 
204,848, Published twice a month, Z5e. a line: 


Notre Dame, The Ave Maria. “atholic weekly. 
Actual net average for 1907. 26,112. 


Vrinceton, Clarion-News, daily and weekly. 
Daily average 1906, 1,501; weekly, 2,548. 


Richmond, The Evening Item. daily. Sworn 
average net paid circuiation for nine montis 
ending Sept. 30, 197, & 141. A circulation of 
over 5.000 guaranteed in all 1907 contracts, The 
Item goes into 80 per cent of the Rictmond 
homes. No street sales. Uses no premiums, 


6&2 The absolute correctness of thelatest 
circulation rating accorded 
the Richmond Item is guar- 
anteed by the publishers cf 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 

the first person who successfully contro- 
verts its accuracy. 


Seuth Rend. Tribune. Sworn daily arerage, 
1907, 9,181. Absolutely bestin South Bend. 


INDIAN TERRITORY 


Ardmore. Ardmoreite, daily. Average for 


1906, 2.445, 
IOWA 
Burlington, Hawk-Eye, daily. Aver, 1907, 
8,987. “All paid in advance.” 


Davenport, Times. Dail: you. Jan., 18,592. 
Circulation in City or total guaranteed greater 
than any other paper or no pay for space. 


Des Moines. Capital. daily. Lafayette Young, 
publisher, Sworn averuge circulation Jor 1906. 
41.7351. Ctrcuiation. City ~~, Siete, largest 
m Iowa, More adrertisiny of all kinds in 1906 
in 342 issues than any pak X, in 365 issues. 
Rate 70 cents per inch, flat. 

Des Moines, legister and Leader—daily and 
Sunday—carries more i a 2 and local display 
advertising than any other Des Moines or lowa 
paper. Average circulation v4 1907, 80,478. 


KANSAS. 


Hutchinaon. News. Daily 1906, 4. oe. Nov. 
1907, 5,100, EH. Katz, Spectal Agent. } N.Y. 


Law: World. evening and weekly. 
copie priate, 1906 daily, 8,778; weekly, 8,084. 


ittebu Headlight. dy ond wy. Average 
1907, daly eR weekly 5,547. 














KENTUCKY. 


Lexington, Leader. Av. ’06, ev eo 157. Sun. 
6,798; ‘st 5 mos., ’07, 5,418, Sy, 867, E.Katz. 


MAINE. 


Auguata. Comfort.mo. W. A Senet, pub, 
Actuat average Jor 196,1.271.9 

Augusta, Maine Farmer, w’kly. Guaranteed, 
14,000. ates low; recognized farmers’ medium: 

Bangor, Commercial. Average for 1907, daily 
10,018; weekly, 28,422. 

Madison, Bulletin, wy. Circ., 1906,1,581. Now 
over 1,600, Only paper in Western somerset Co, 


Phillips. Maine Woods and Woodsman.weckly, 
J. W. Brackett Co. A: erage Sor 197, 8,012, 


Portland. Evening Express. Arerage for 1907, 
daily 18,514. Sunday Teleyrum, 8,855. 


MARYLAND. 


Baltimore, Americen. Daily average for 1907, 
75,652; Sun., 91,209, No return privilege. 


Baltimore, News. daily. Evening News Put- 
lishing Company. Average 1907, 55-548. ‘or 
January, 198, 82,6 

The absolute vo of the 
latest circulation rating accorded 
the NEws is guaranteed by the 
publishers of Roweil’s American 
Newspaper Directory, who will 
pay one hundred dollars to the 
Jirst person who successfully con- 

troverts its accuracy. 


MASSACHUSETTS. 


Keoaton. Evening Transcript (OO). Boston's 
tea taole puper. Larwest Ean atmonie of week day adv. 


tee tok te tk 


Boston, Globe. Average 197. daily. 181,844; 
Sunduy $08,808, Largest circulation daily of 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
Englanc, Advertisements go in morning and 
afternoon euvitions for one price. 


We We We We We He 


Wax W 


Rosten,, vey Average 1907, 
220768. Sunday, 


RO; 

768. aie over two morn- 
ing P pers in the country 
be oy is circulation. In- 

uding morning, evening and 


Sunduy papers in comparison, 


not over six American news- 
papers approuch the circula- 
tion of the Daily and Sunday 


editions of The Boston Post. 
“Grow with vs in 1908, 


2.0.0.0. 8.4 


“ant Transcript, dy. . Aver: ig 7,856. 
on olyoke paper e: aed by A. A. A. 


Lynn, urenine. ioe. Daily sworn av. year 
1906, 15,0 jirst half, 1907, av. 16,470. The 
Lynn cae paper. Circulation unapproachea 
in quant.ty or quality by any Lynn paper. 


Woreecater. L" Opinion Publique. daily (© ©). 
Paid averaye for 197, 4,586, 
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MICHIGAN. 


Bay City, Times, evening. Av. for 6 mos. 
* to July 4, 1907, 11,002 copies, daily, guaranteed, 
Jackson, Citizen-Press, Only 
evening paper. Gives yearly aver- 
ages, not weekly, It’s Jackson's 
greatest daily. It carries more 
advertising and has the largest 
net paid circulation. No secrets, 

Nov. daily average, 8,794. 
Jackson, Patriot. Average 
pocegner, 1907, 8,527; Sun- 
9,529. Greatest net cir- 

slation. Verified by Asso 

ciation of American ‘Adver- 








tisers. Sworn statements 
monthly. Examination wel- 
comed,. 


Saginaw, Courier-Herald. daily, only Sunday 
paper; average for 1907, 14,749. 

aginaw, Evening News. daily Average for 
ss00 “ig. 964; January, 1908, 20. 


MINNESOTA. 
eg Farmers’ Tmbune. twice-a-week. 
W. J. Murphy, pub. Aver. for 1907, 82,074. 


Minneapolia, Journal. Daiiy 


and Sunday ‘@©>. In 1907 aver- 
age daily circulation, 76,861, 
Daily average circulation for 


Jan., 1908, 78,721. Average Sur- 
day circulation for Jan., £908, 
74,685. The absolute accuracy 
of the Journal's circulation rat- 
ings is guaranteed by the Ameri- 
can Newspaper Directory. It is 
guaranteed to o into more 
homes than ony poper in its field 
and to reach the great army of 
purchasers _ throughout the 

Northwest. The Journal brings 





10) 
© 


results. 


Minneapolis, Svenska Amerikanska Posten. 
Swan J. Turnblad, pub. 1907, 54,262, 


Minneapolis. Farm stock, and Home, semi- 
Monthly. Actual average 1905. SZ,18S7$% aver- 
age for 1906, 100,266; Jor 1907, 108.588. 

The avs tute accuracy of Farm, 
Stock «© Home's circulation rating 
is quarauteed by the American 





Aral Newspaper Directory. Circulation ts 
AN pretation conjined to the furmers 
aay = of Minnesota, the Dakotas, Westerii 


Wisconsin ana Northern Jowa. Use 

it to reach section most prontadbly. 
CIRCULAT’N Minneapolis Tribune lh 
J. Murphy, pub. Est. 1867. Old. 
est Minneapolis daily. Th¢ Sun- 
day Tribune average per issue 
for the year ending Decembe-;, 


ine 


MONTANA. 


Missoula, Missonlian. Every 2 SO: Av- 
erage 72 months ending Dec. 31, 1906, 


NEBRASKA. 
Lincoln. Deutsch- fenentane Farmer, weekly. 
Average 1906, 141,839 


Lincoln. Freie ‘eppeas weekly. Actual aver 
Sor 1906, 142.989 - sa 


NEW HAMPSHIRE. 
Manchester, Union. Av. 1907,17, 077, Sete. 
N. H. Farmer and \\ eekly Union, 5,550, fo 06, 


Nashua, rearee. The only daily in city, 
Average for 1907, 4,271, 


NEW JERSEY 
Asbury Park. Press. 1907, 5,076. Gained 
average of one subscriber a day for ten years. 
Camden, Daily Courier. Actual average for 
year ending December 31, 1907, 9,001. 


Elizabeth, Journal. Av. 7994, 558% 1905, 
6,515; 1906, 7,847; first 6 mos. 1907, 8,221. 


Jersey Clty. Evening Journal. Arerage for 
1907, 24,880. Last three months 1907, 25,928, 

Newurk. Eve. News. Net dy. ar. for 1906, 
68,022 copies; for 1907, 67,195; Jan. 69,829, 


Trenton, Evening Times. Ar, 1906, 18.287; 
aver, 1907, 20,270; last \ yr. 07, aver., 20,409, 


NEW YORK. 
Albany. Evening Journal. Daily average for 
1907. 16,895. it’s the leading puper. 
Brooklyn, N. Y. Printers’ Ink says 
THE STANDARD UNION now has thie 
largest circulation in Brooklyn. Daily 
average for year 1907, 52,69 69%. 
Ruffalo. Courier. morn. Av./907, Sunday .91- 
447; da:iy, 51,604; Enquirer, even.. 84,670. 
Kaffale, Evening News. Daily avreraue 1905, 
94.690; for 1916, 94,7423 1907, 94,848, 
Corning, Leader, evening. Average 1904, 
6.285: 1905, 6 495; 1906, 6,585; 07, av., 6,245. 
Mount Vernon, Argus. evening. Actual daily 
average for year ending Dec. 34, 1907, 4,469. 
Newburgh. News. daily. Ar. 07, 5,881; 4,000 
more than all other Newburgh papers combinea, 
New York City. 
Automobile, warty. Average for year ending 
Dec. 28, 1906, 15,212 
Baker’s Review, monthly. W. R. Greeery Co., 
publishers. Actual average sor 1907, 5,784, 


B the only popular Catholic 





1907, was 26,608. The duily 
Tribune average per issue for 
by Am. Newa- a 
paper Diree. the year ending , 1907, 
ory. was 101,165. 


St. peel Pioneer Press. Net average circula- 
tion for seatig ~4 85,716. Sunday 85,465. 
The absolute accuracy of the 
Pioneer Press circulation state- 
ments is bed teed by the Ameri- 
can News; irectory. Ninety 
per cent of the. money due for snd- 
scriptions is collected.showing that 
subscribers taice the paper because 
they want it, All matters pertain- 
tng to circuiation are open to investigation. 


Winona, Republican-tierald. a. Suns. 4,686 
Best outside Twin Cities and Duluth 


MISSOURI. 


Joplin, Globe, daily. Average 1906, 15,254, 
ye 1907,17,011. E. Catz, Special Agent, N. Y. 
Circulation 


Jonenn, News and Press. 
own "86.079. Smith « Thompson, Eust. Reps. 
St. Louia. National Druggist. mo. Henry R. 
Strong, Editor and Publisher. Aver. 4/ mus, 1907, 
10,685 (© ©). Eastern office, 59 Maiden Lane. 
St. Louisa, National Farmer and Stock Grower, 
mo. Actual average for 17, 104,666. 


Aina 





Family 5 te i published in the United States. 

Circulation for 1907, 64,416; 50c. per agate line 
Clipper, weekly (Theatrical). Frank Queen 

Pub, Co., Ltd. Aver. for :wé, 26.611(0@). 


El Comercio, mo. Spanish rue. 2. J. are 
Clark Co. Average for 1907, 8, — 


Music Trade Review, music trade even a 
ly. Average Jor 1906, 5.109. 


Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1888. 
Actual weekly average for 
4907, %.269. 


The People’s Home Jourral. 564,416 = 

Good Literature. 458, sees monty, average ci 
culations for 1907—all bo crs in-advance sub 
scribers. F. M. Lupton, lisher, Ine. 


The Tea and Coffee Trade Journal. Avera; 
circulation for ied ending Dec. 1907, 8,80 
Dec. 1907, issue, 1 

The World. Actual aver. ror 1907, Morn,. 845, 
442. Evening. 405,172, Sunday, 488,885. 





= 
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Che 
fust- 
Express 


THE LEADING 
EVENING PAPER 
IN ITS FIELD 


Reaches More Than 
18,000 HOMES 


POST-EXPRESS PRINTING CO. 
Rochester, N. Y. 
Foreign Representatives : 
VREELAND-BENJAMIN 
Special Agency, New York and Chicago 

















Schenectudy. Gazette, daily. A. N. Liecty. 
Actual average for ’06, 15,809; for ’07, 17,152. 


Syracuse, Evening Ileraia. daily. Herald (Co. 
pub. Aver, 1906, daily 35.206. Sunday 40.064, 


Record. Average circulation 
Py 20, 168. Only paper in city which 
has permitted A. A. A. examination, and 
made public the report. 


Utien. National Electrical Contractor, mo. 
Average Sor 1906, 2.625. 





Utien. Press. dail 
Average for year ending Dec. 31, 1907, 14, 


NORTH DAKOTA. 
Grand Forka, Normanden. Av. yr. 05, 7,201. 
Aver, Jor year 1906, 5,180. 
OHIO. 


Akron, Times, daily. Actual average for 
year 1906, 8,977; 1907, 9,551. 


Otto A. Meyer, publisher. 
889. 


Ashtubula, Amerikan Sapomat. Finnish. 
Actual average for 1906. 10.690, 

Cleveland, Plain ear. Est. 1841. Actual 
daily average 1906,%2,216; Sunda oy 88,869; 
Jan., 1908, 68,658 daily; Sun., 84,281 


Coshocton, 


2,796. Cashin 


Dayton, tye 
ual average. 2 5 


field, ae and Fireside. over '4 cen- 
ing Nat. agricult’] paper. Cir. 445.000, 

Warren, Daily Chronicle. Actuil arerage 
Sor year ending December 31, 1906, 2,634. 


Youngatown. Vindicator. D'y. av. 07. 14,768; 
Sy. 10,017; LaCoste & Maxwell, N.Y. «@ Chicago. 
OKLAHOMA. 


Muskogee, Times-Democrat. Average 1906, 5,- 
614; First 6 mos. ’07, 6,649. E. Katz, y N.Y. 


age. daily. Net average 1907, 
vance circulation. 


~ First six months 1907, act- 


Sprin 
tury! 








19 


Oklahoma City, The Oklahoman. 907 aver.. 
20,152; Dee.. 1907, 22,280, E. Katz, Agent N.Y, 


OREGON, 


Mt Angel. St. Joseph’s Blatt. Weekly. Aver- 
age for September, 1/907, 20,880, 


Petiane, Journal, defy. Average 1907, 
>. ‘he 


28,805; 4 5 

absulute correctness of the latest circula- 

tion statement guaranteed by Rowell's 
American Newspaper Directory. 





Portland, Pacific Northwest, mo.;average for 
1907,16,000, Leading farm paper in State. 


PENNSYLVANIA. 


Chester, Times, ovis ty -tperege 1907.%.640, 
N. Y. office, 220 B’way. %. Northrup, Mgr. 


Erie, Times, daily. Aver. for 1907, 18,508; 
Dec., 1907, 18,524, E. Katz, Sp. Ag., N. ¥. 


Harrisburg, Telegraph Sworn av. Dec., 14, 
885. Largest paid circulat’nin H’b’g or no pay. 


The Philadelphia 
Bulletin’s 
Circulation 


Following arethe monthly averages of copies 
sold during 1907 : . _ re 








January......... sedceceess 231,111 copies 
PD o0s06g scdtescana 268,258 copies 
March . 267,029 copies 
April . 263,247 copies 
May. . 245,835 copies 


« +-238.964 copies 
+ 229,059 copies 
225,290 copies 





September ..... ... .224,332 copies 
OCONEE... 56 60520005 230,114 copies 
November 234,021 copies 





DOOR nanos o5ss canoes 234,610 copies 
Net paid daily averaze circulation for 1907 


241 ,400 copies. 


THE BULLKTIN’s circulation ficures are net, all 
damaged, unsold, free and returned copies have 
been omitted. 

Witt1aM L. MCLEAN, Publisber. 


Printers’ Ink awarded FARM 
JOURNAL the Seventh Sugar Bowl 
because that t paper. among all those 
published in the United States, best 
serves its purpose as an edu cator 


and counselor for the agricultural 
population, and as ap effective and 


for 
with them through its ad- 
columns. 





catin 
verti 





Philadelphia. The Press is 
Philadelphia’s Great Home News- 
esides th 


most beng distinctions for 

any newspaper. Sworn average 

circulation of the daily Press for 
1907, 102,998; the Sunday Press, 124,006. 
Philadelphia, Confectioners’ Journal. mo, 
Av. 1905,5.470; 1906, 5,514 (OO). 


Seranton, Truth. Sworn circulation for 1906, 
14,126 copies daily, with a steady increase. 
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Went Cheater. Local News, 

daily. \V. H. tiodgson. saverayesor 

1907, 15,687. In its 35th year. 

GUAR independent. Has Chester Count 

AN aud vicentty for tts fieid. Devote 

TEED to home news, henre 18 2 home 
per. Chester County is second 

in the State in agricultural wealth. 








WilMemusert, Grit. “America’s Greatest | 


Family Newspaper.” Average, 1907, 281,687. 
Circulated in over 13,000 small cities, towns and 
villages. Home circulation. Guaranteed. 


York, Dispateb and Daily. Average for 1907, 
18,124. “ i 


RHODE ISLAND. 


Pawtucket. Evening Times. Aver. ctrculation 
Sor 1907.17, 908 isworn). 


Previdence. Daily Journal. 17,712 

», Sunday, 24,178 ‘©@). Krenn 

Bu letin 87,061 arerave 497 Bulletin 
circulation for 1908 over 45,000 daily. 


Providence. Tribune. Aver. for 1006, 
orn, 10.344, Even. 81.1183 Sun. 162% 
Mosi et prog ogressive paper in the field. Ever:- 


ing edition guaranteed by Kowell’s A.N.D. 


SOUTH CAROLINA. 
Charleston, — Post. Actual dy. aver- 
age fur 197, 4,25 

Calambia- State. Actual aver- 
age for 1906, daily (© ©). 11,287 
UAB copies; semi-weekly, 2,625; Sun- 
On N day ‘O©). 1906,12,228,. Actual 
TEED ——— for 197, daily (O®) 
18,052, Sunday Oe eee. 

Semi-weekly 2,997. 


Spartanburg, Herali Actual daily average 
cir ulation for 1907, 2,715. Dec., 1907, 8,067. 


TENNESSEE. 
Chattanooga, News. Ar. 5 mos, 
end. Dec. 31, 1906, 14,707. Only 
Chittanooga paper permitting 
examination circulation by A. A. 
A. Carries more my in 6 aays 
than morning paper 7 days. Great- 
est Want Ad medium Guuran- 
tees larg-stcirculation or me pay. 


Knoxville, Jonran) and Tribune. 
Week-day avera ear ending Dec. 

34, 1907, 14,694, Fee ~day average Jan. 

24 in excess of 15,000, The leader. 


Memphia, Commercial Appeal. on. sande 
weekl+. First six months 1907 av. : 758; 
Sunday. 61,485; weekly, 81, 212. ee 
Thompson, Representatives. N.Y. and Chicago. 


Nashville, Banner. feuy. Aver. for year 1906, 
$1,455; for 197. 86,206 


TEXAS. 
El Paso, Herald. Nov.. av., 8,461. More then 
voth other El Paso dailies. ’ Verified by A. A.A 


VERMONT. 


Barre, Times. daily. F. E. Langley.’ Aver. 1905, 

8,527; 1906, 4,118; 1907, 4,585, Exam. “os A.A 

Bennington. Banner, d daily. Howe. 
Actual average for 1906, 1,980; ‘ie, goid 


Burlington, Free Press. Dasiy average for 
497. S415. Largest city and State circula- 
tion, Examined by Asso. of Amer. Advertisers. 


Mentpelier, Argus, daily. Ar. for -, 4 
126. Only Montpelier paper exam. by A. A. 


land, Herald. Average 1905, 4,286. + % 
ont “LOTT Only Rutland itland paper exam. by A. 


&t. Albans, Msceenger, di Av. re 8,886; 
aver. for 1907, 8,882. Examined by A 








WASHINGTON. 
yy ~ nos sensor am. 


48,689; Daily, 84,864; week day 
al 88,506. Oniv sworn circulation 
in Seattle. Largest genuine and 
TEED cash paid circulation in Washing- 
ton ; hignest quality, best service 

greatest results «lways. 


Tacoma, Ledger. Average 1906, daily, 16,089; 
Sunday, 21,798. 


Tneoma, News. <Areraye 1906,16,109: Sat- 
urday, 17.610, 


WEST VIRGINIA. 


Reneceverte. WV. Va. News. wy. Wm. B. Biale 
& Son, pubs. ver. 1907, 2,5! 


WISCONSIN. 


Janesville, Gazette. pats average for am, 
8,67 1; semi-weekly. - 2,416; J 6; Dec., 07, dy., 8,988. 


Madixen, State Journal, A Average 1906, 
%.602; Jan. » Feb, Mar..1#07. 4 1907, 4,884; Apr., 3.106. 


Milwaukee, Rvenmg Wisconsin.d'y. 4, 1907, 
28,082 .©@). Carries largest amount of ad- 
vertisiug of any paper in Milwaukee. 


Milwaukee, The Journal. eve., 
ind. Cire’n 57; 

Dec., 1907, BR, 985s. “daily ‘gain, 

ele 6,828 a, Average for 12 months, 

51, 922. Tne Journal, six aays, 

TEED carried more advertising in 1907 

than did the lending morning 

daily, with its Sunday included, 

and practically double the amount, rates = 

sider-d, of any other evening newspaper. The 

Journal ieads all Milwaukee dailies in assified, 

Its en circulation equal to the combined city 

circulations of any three other Milwaukee 

papers. 


Oshko«h, Northwestern ne. Averaye for 
4907, 8,680. Examined ined by A. A: 


T" WISCONSIN 
GRICOLTORIST 


Racine. Wia.. Eatab. 1877. 
Actual weekly averaye for year 
ended Sept. 30, 1907, &6.086, 
Larger circulation in Be =a 





sin than ane oer Yr, Adv. 
$3.50 an ae Mice, Tem- 
ple Ct. PFS. aay Mor. 


Racine, Journal, daily. ode the last 
sic months 1907, 4,876. " 


WYOMING. 

Cheyenne, Tribune Actual daiin averave ret 
for 1906, &,126; semi-weekly, 9 mos.,’07, 4,294. 
BRITISH COLUMBIA. 

Vancouver, Province. daily, Average for 
1907, 18,846; Dec. 1907, 15,486, H. leClerque, 
U.S. Kepr., Chicago and New York. 

MANITOBA, CAN. 


Bl innipes. Free Press, daily and weekly. Ar- 
Sor 1907, daily, 86,852; ——., Dec. 1907, 
85, 163 weekly av. for mo. . for mo. of Dec., 24,025. 


Winnipeg, Der Nordwe-ten. Canada’s Ger- 
man newsp’r, Av. 1906.16.177. Rates i6c. inch. 


Winnipeg, Telecram. perege daily. 1907, 
22,866. F eekly av. 19,687, t rate, 3c. 


— CAN. 


Mon & Presse. Actual average, 1907, 
daily 1 108.428. weekly 50,197. 


Montreal, the Daily Star and 
The Family Heraid and Weekly 
Star have nearly 200.000 subscrib- 
ers, representing 1.000,000 readers 
—one-fiftn ye a pulation, 
oe. cir, of tne Dail ar for 1906, 

0.954 copies daii Me the Weekly 
wae 128,452 copies each issue. 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is n Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class, 





COLORADO. 


W ANT advertisers get best results in Colorado 
Springs Evening Tesegraph. lc. a word, 





CONNECTICUT. 
ERIDEN, Conn.. MORNING K&CORD; old es- 
4 tablished tumily newspaper; covers field 
60,000 high-class pop.; leading Want Ad paper. 
Classitiea rate. cent a word: 7 times.5 cents a 
word. Agents Wanted. halt a cent a word. 


DISTRICT OF COLUMBIA. 
Ts AR _— and Sunpay Star. Washington, 
© ©). carries DOUBLE the number of 
Ww a ape ¢ any other puper. Rate lc. a word. 


ILLINOIS. 
‘PAE DAILY NEWS is Chicago’s “Want ad” 
D.rectory. 


T= TRIBUNE publi 1 ad- 
vertising than ony other Onicaxo newspaper. 





INDIANA. 


The Lake County Times 


Hammond, Ind. 


n Up-to-Date Evening Paper. Four Edi- 

3 Daily. 

The advertising i of 
the Calumet Region. Kead by all the pros- 

rous vusiness men and well-paid mechan- 
es in what has mn accepted as ,the 
**Logical Industrial Center of America.” 

«uaranteed circulation over 10,000 daily. 

















fPHE INDIANAPOLIS NEWS prints every day 
every week. every month and every veh 


ified (w: 





more ra an 
all fe other Indianapolis papers a The 
total number it printed in 1906 was 315,300, an 
nverage of over 1,000 every day, which is 126,929 
more than all the other indianapolis papers had. 


STAR LEADS IN INDIANA. 


During last year the INDIANAPOLIS FTAR carried 
626.26 more columns of paid Goamed 2 advertis- 
ing than carried uy, its nearest ° ed 1490 column 
the same persed. The STaR gained 1749.89 column 
over 1906. During the past two years the STaR’s 
cirenlation has exceeced that of a other 


Indiana newspaper. lave, six cents per line, 





IOWA. 
fhe Des Moines KEGISTER AND LEADER; —_ 
morning paper: carries more “want” ad- 
vertising than any other lowa newspaper. One 
cent a word, m’thiy rate $1.25 nonp. line, dy.& Sy, 


MAINE. 


HK EVENING .xPRESS carries more Want ads 
thap all other Portinnd dailies combined. 





MARYLAND. 
fads Baltimore News carries more Want Ade 
than any otner Baltimore aaily. It is the 
recognuwed Want Ad medium of Baltimore. 


WASBACHUBET TB, 


Yigg Boston KVENING TRANSCRIPT is the great 
rt guide for New Knulanders. they 
ex ct to find all goou places listed 1n its adver- 


tising columns, 





BWW We ve ve 


ng BOSTON GLOBE, ey A ona By pen 4 


ear 1907, printed 
“want” Pa There was a 

wed 1906, and was 230,163 inore “than. ‘ad other 
Boston paper carried for the year 1907. 


etatct Rahal 


WORD AD. 10 cents a day. Dany ENXtTer- 
PRISK, Brockton. Mase. Circulation, 10,000, 








MINNESOTA 


The Minneapolis JOURNAL, is [> 9] 
and Sunday, carries more cias- 100 | fo} 
sitled advertising than any er 
No f. 


Minneapolis newspapet 

ants and no rvoyant eer 
objectionnble medical advertise- 
ments printed. (Inssified Wants 
printed in Jan.. 132,482 lines. In- 
dividnal advertiremente, 20,168. 
Eight cents per agate line per in- 
sertion. if cha No ad 


for less than 24 cents. If cash ac- 
© ©} companies order the rate is Ic. a 
word. No ad taken d taken ess than 20c 


Ts MINNRAPOLIS TRIBUN pee is the recognized 
Want ad 





CIRO'LAT’N (HE MINNKAPOLIS TRIBUSE is 
the oldest Minneapolis daily 
and has over 100.000 subscribers? 
It publixhes over 80 columne of 
Want advertisementsevery week 
at ful) price ‘average of two 
pages a day); no free ads; price 
cont both morale and even- 
k te cents per 
by Am. Newa- ney ‘s 
paper DPtery line. Daily or Sunday. 
T. PAUL DISPATCH, St. Paul, Minn., covers 
its field. Nine months’ average, 68,833, 


MIBS0UKI. 
HE Joplin GiroBe carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives resuits. One centa 
word. Minimum, lic. 





MONTANA. 
r \HE Anaconda STANDARD is Montana’s great 
ant-Ad” medium; ic. a word. asuaee 
esate daily for 1907, ‘11,084; Sunday, 15,0¥0. 


NEBRASKA, 
HE AMERICAN FARM LIBRARY. Edgar, Nebr. 
Monthly. Circul uv 25,000, Rate, 2c. per word. 


NEW JERSEY. 
ERSEY CITY EVENING JOURNAL leads allother 
e Hudson County newspapers in the number 
of classified ad carried. It exceeds because ad- 
vertisers get prompt results. 


EWARK, N. J, FREE ZEITUNG (Daily und 
aN sunday) reaches bulk of city’s 100,000 Ger- 
mans One cent per word; 8 cents per mon 


NEW York. 
LBANY KVENING JOURNAL, Fastern N. Y.’s 
best paper for Wants and classified ads. 
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Rurzato Evenine NEws with over 95,000 cir- 
culation, is the only Want Medium in Butfaio 
and the strongest Want Medium in the State, 
outside of New York City. 

A BEES. Mount Vernon’s only daily. Greatest 
<i Want Ad medi in W hester County. 





JRINTERS' INK, publisnea weekly. The rec- 
nized and leaaing Wantaa medium for 
want ad meviums, mail order articles, advertis- 
ing novelties, printing. typewritten cilculars, 
rubber stamps, office devices. adwriting, bulf 
tone making, and practivaliy anything whico 
interests ana appeais to advertisers and ousi- 
ness men. Classified saavertisements. 20 cents 
a line per issue flat, six worus co a line, 





ome. 
he a list of 100 recognized classified advertising 
mediums. only two produced results at a 
lower cost than the CINCINNATI ENQUIRER. A 
word to the wise is sufficient. 
YY qumasrows VinvicaTorR—Leading “Want” 
medium, le. per wora. Largest circulation. 





OKLAHOMA. 


f ye OKLAHOMAN Okla. City, 22.230. Publishes 
more Wants than auy 7 vkia. competitors. 


PENNSYLVANIA. 
é ie Chester Pa., TIMES carries from two to 
tive time: more ciassifiea ads than any 
otherpaper. Greatest circulation. 





RHODE ISLAND. 


ROVIDENCE TRIBUNE, morning and even- 
ing, 43,900, brings results, cost tne lowest. 





SOUTH CAROLINA. 
ces Columbia STATE (@©) carries 
vv more Want. ade than any other 


South Carolina newspaper. 





CANADA, 
put DAILY TELKGRAPH, St. John, N. B., is the 
want ad medium ot the maritime provinces. 
Largest circulation and most up tu date paper of 
Eastean Canada. Want ads ove cent a word. 
Minuoum ¢ 25 cents. 


A PRESSE, Montreai. Largest daily citcuia- 

tion in Canada witnout exceptiun. (Daily 

100.087. Saturdays 117,000-—sworn to.) Carries more 
want ads than any newspaper in Montreal 








* r= Montreel DaILy STAR carries more Want 

advertisements than aJi other Moncrea) 
dailies combined. The FamiILy HeRaLD anv 
WEEKLY STAR carries more Want advertisemeuts 
tuan apy other weekly paper ip Canada. 





THAT YAWNING WASTE BASKET. 
If business men who use circulars 
extensively for the purpose of making 
sales of goods or manufactured _ar- 
ticles would sit down and‘do a little 
hard thinking they would doubtless 
save themselves a lot of trouble and a 
considerable sum of money each year. 
But unfortunately they are too busy 
with other matters to devote much 
thought to the subject of advertising. 
So they hire somebody to look after 
the department and let it go at that. 

There seems to be prevalent an idea 
that circulars are the cheapest and 
best mediums for reaching the public 
and that if they are well written and 
beautifully printed they will pull busi- 
ness out of a stone. 

How many of those who cherish this 
fond delusion have definite facts to 
support it? Not one in a hundred. In 
some lines of business, especially in 
the retail trade, good results have been 
secured from an intelligent, use of cir- 


culars, but experience has shown that 
in approaching manufacturers, whole- 
salers, jobbers and others who conduct 
large commercial enterprises they are 
almost worthless. 

When the executive head of one of 
these establishments examines his mail 
in the morning he finds that isrom 
twenty-five to fifty per cent of the mat- 
ter he has received consists of fancy 
cards, elaborate folders, artistically 
printed circulars, booklets and calen- 
dars, 

The most of these, if not all, are at 
once consigned te the waste basket 
after the first glance without reading. 
The busy man at the desk hasn’t the 
time to examine them, other things 
demand his attention. The cost of the 
advertising matter thus thrown away 
unread in this one office will average 
at the lowest estimate from $5 to $10 
a day. Multiply this by the thousands 
ef other offices and some idea of the 
waste of expensive printed matter may 
be_ obtained. 

How, then, can the advertiser get the 
attention of the men he desires to 
reach? Through the newspapers and 
the trade papers. If he will frame up 
his selling arguments in attractive 
form and place them in the evening 
or the morning newspapers he can rest 
assured that they will be seen and read 
by the very men who refuse to ex- 
amine his circulars. The trade papers 
are most valuable in reaching definite 
classes of people. They are selective. 
Only those buy them who are directly 
interested in the particular business 
they represent. Hence the advertiser 
knows when he puts his announcement 
in one of them, providing of course 
that it is a representative publication, 
that every copy of the paper reaches 
a possible customer. 

There is no waste circulation. «. Ev- 
ery subscriber is a live, progressive 
business man who wants to be posted 
in the news of the trade. 

Just as soon as the business men of 
the country wake up to the above facts 
the frightful waste of money and ef- 
fort, as represented by circulars, ete. 
will be stopped and a deeper apprecia- 
tion of the true value of news and 
trade paper advertising will prevail._— 
Editor and Publisher. 

i. 
SOUND ARGUMENT. 

Just now, when some firms are con- 
tent to sit down and take what busi- 
ness comes to them, is the time when 
the really progressive firm ought to 
start out to capture the trade by. the 
right kind of advertising. 

Now is the time to make new -cus- 
tomers and to take advantage of: this 
inactivity on the part of the timid, 
who have dropped out of the con- 
test for the time being. 

To firms which will wage a vigorous 
campaign of advertising, intelligently 
directed, the present time offers the 
opportunity of a lifetime, because com- 
petition in the advertising field--will. be 
slightly less keen—but at the same 
time the field will be practically, as 
large as ever before.—St. Joseph, Mo., 
Fruit Grower. : 
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(eo) GOLD MARK PAPERS @0} 





Out of a grand total of 22,898 publications listed in the 1907 issue of Rowell’s American Newspa- 
per Directory, one hundred and twenty are distinguished from all the others by the so-called gold 


marks (@©). 





ALABAMA. 


THK MOBILE REGISTER (@©©). Established 
1821. Richest section in the prosperous South. 


WASHINGTON, D.C, 
Everybody in \\ashington SUBSCRIBES to 
THE K EVE NING AND SUNDAY STAK. Average, 
1907, 35,486 ‘©@). 


FLORIDA. 
JACKSONVILLE TIMES-UNION (© ©). 
eminently the quality medium of the State. 


ILLINOIS, 

BAKERS’ HELPER (® ©), Chicago. only “Gold 
Mark” journal for baxers. Oldest, best known. 

THE INLAND PRINTER, © eoae. (@@). Act- 
ualaverage circulation for 1905, 15,866. 

TRIBUNE (© ©). Only vaper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results. 


KENTUCKY. 
LOUISVILLE. COUMERJOURE, at 
Best paper in city; read by be by best peopl 


MAINE. E. 
“LEWISTON EVENING JOURNAL. daily, aver- 
age August. 1907, 8,067; weekly, 17,705(@ ©); 7.44% 
increase daily over last year. 


MASSACHUSETTS. 
Reaper, Am. Wool and Cotton Reporter. Rec- 
s organ of the cotton and wvolen indus- 
— ro America (@©). 
BOSTON EVENING TRANSCRIPT (@O). estab- 
lished 1830. The only vold mark daiivin Bostos. 


TEXTILY W oni RECORD (@©), Bostor. 
Nearly 200 of its 400 advertisers use no other 
textile journal. It covers the field. 


WORCESTER L'OPLNION PUBL 1QUK. io ©) is 
the leading French daily of New Engia 


MINNESOTA, 

THE MINNEAPOLIS JOURNAL (© ©). Largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more loval advefrtis- 
4 more classified edvertising and more total 
adv ertising than avy paper in the Northwest. 


Pre- 





(0). 














PIONEER PRESS (@©). St. Paul, Minn. Most 
reliable paper in the Northwest, 
NEW VORK. 


peUFFAlo COMMERCIAL: (@©). Desirable 

because it always produces satinfactory results, 

ARMY AND NAVY JOURNAL, (© ©). First in 
its class in circulation, influe influence and prestige. 


SnousL ee EAGLE (@@) (@©) is THE advertising 
medium of Brookly 


CENTURY sauna kK (© ©). There area few 
people in every community who know more 
than all the others. These people read the 
CENTURY MAGAZINE. 


DRY GOODS ECONOMIST (©6O), the nome 
nized authority of the Dry Goods and Depa 
ment Store trade, 


ELECTRICA!. REVIEW (© ©) covers the field. 
Read and studied by thousands. Oldest, ablest 
electrical weekly. Reaches the buyers. 


ELECTRICAL WORLD (00). Established 1874. 
The great international weekly. Cir. audited, 
verified and certified by im gay ofA ee - 
ican Advertisers. Av. weekly cir. durin, 
was 18,204 MoGRAW PUBLI UBLISHING COM ANY. 

ENGINEERING NEWS (©©). . The leadin 
caginsering paper of the world; established 1874. 

Reaches the man who buys or has the authority 
tospecify, 16,000 weekly, 











THE ENGINEERING RECORD (©©). The 
most progressive civil Se bewyy in 
the world. Circulation 14,000 per 
week. MOWRAW PUBLISH tS OUMPANY, 


sane ARE DEALERS’ y° ee 
In 1907, averaye issue, 20,500 ( 

mailed upon rr 
D. T. MAL. Le » Pub.. 253 K Kroadway, N. Y. 


NEW YOrK HERALD (@¢ 1) «@©). Whoever men- 
tions America’s ieading newspapers mentions 
the New York HERALD first 


NEW YORK TIMES (@®). 
sales in New York. 

NEW YORK TRIBUNK 2 ©). daily and Sun- 
day. Established 1841. congervative, clean 
and up-to date newspaper, age readers repre- 
sent inteilect and purchasing powertoa bigh- 
grade advertiser 


Poni ina ped Fie thd fo) ©) has the largest 
papel 


r in tue wortd, 

STRELT KALwat JOURNAL (© The 
foremost authority on city and intorarte 

oading, Average circulation for 1907 

weekly. McGRAW PUBLISHING COMPANY 

VOGUE (©©) carried more advertising in 1906 

than any other magazime, weekly or mouthly. 

THE POST EXPRESS (@@). Rochester, N.Y. 
Best advertising medium in this eection, 


nest, 


Largest gold-mark 








3 





“OHIO. 
CINCINNATI ENQUIRER (O¢ ©. . ie 1907 gt _ 
= pyriae en was 33 1-34 m: in 1906, 
local ad r knows wher dy — nd ihe 
mouey. The oniy Gold Mark paper inc cipnati. 


PENNSYLVANIA, 

THE PRESS (© ©) is Philadelphia’s Great 
Home Newspaper. It is on tae Roll of Honor and 
bas the (juarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
paper. Sworn circulation of The aiails Press, 
for 1907, 102,993; The Sunday Press, | 


THE PITTSBURG 
® DISPATCH ‘eo 


The newspaper that judicious advertisers 
always seiect first to vover the rich. pro- 
ductive. Pittsburg fleid. Best two-cent 
Morning paper assuring a prestige most 
protitabie to advertisers Latest home 
delivered circwation 1n Greater Pittsburg. 














RHODE ISLAND. 
PROVIDENCE JUNRNAL (©), a conservative 
enterprising newspaper without a single rival, 
SOUTH CAROLINA, 
THE STATE (©O), Columbia, 8. C. Highest 
quality, largest circulation in South Carolina. 
VIRGINIA. 
THE NORFOLK LANDMARK (@©) is the 
home paperof oe Va. That speaks volumes. 


WASHINGTON. 
THE Post INTELL: IGENCER (© @). Seattle's 
most progressive paper. Oldest in State; clean, 
reliable, influential. Ali home circulation. 


WISOUNRIN. 
THE MILWAUKEE EVENING WISCONSIN 
(@©), the only oe ae daily in Wisconsin 








THE HALIFAX neat 5 ‘6 ©) and the EVEN- 
ING MAIL. Circulation 15.558, flat rate. 

THE GLOBE (@ ©. Toront Toronto, is now, as always, 
the greatest adve ng medium iv Canada. 
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Printers’ Ink. 


A JOURNAL FOR ADVERTISEKs, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


OFFICE: NO. 10 SPRUCE ST., 
New YORK City. 
Telephune 4779 Ecekman. 


President, ROBERT W. PALMER. 
Secretary, DAVID MARCUS. 
Treasurer, GEORGE P. KOWELL. 

The address of = company is the aduress of 


London Agent. F,W. Sears, 50-52 Ludgate Hill,E.C, 


7% issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
. On receipt of tive dvllars four paid 
subscriptions, sent in at one time, wili be put 
down for one year each and a larger number 
at the same rate. Five cents a copy. Three 
doliurs a oe, Being pees from age 8 
t es, itis always possibie to supply bac 
numbers, if wanted in lots of 5” or more, but in 
all such cases the charge will Le five dollars a 
hundred. 


ADVERTISING RATES 

Advertisements 20 cents a line, pear! measure 
15 lines to the inch ($3); 200 lines to the page ($40) 

For ified position selected by the adver- 
tisers, if granted, double price 1s demanded. 

on time contracts the last wy <A is repeated 
when new copy fails to come to hand one week 
in advance of uay of publication. 

Contracts vy the month, quarter or-year, May 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. i 

Two lines smaiiest advertisement taken. Six 
words make a line. 

Everything appearing as reading matter is in- 
serted free. 

AL advertisements must be 
weex in advance. 


handed in one 





New York, February 12, 1908. 











Exceedingly Assuredly this is 
no time for a 
Bad Policy. vepytable concern 

to advertise its belief that a long 

period of business depression is 
to come, for the sole purpose of 
promoting sales of its own prod- 
uct. No time or season can pos- 
sibly be imagined, for the matter 
of that, when such a course could 
be commended. It could almost 
be placed in the category with 
the practice, recently brought to 
light in New York, of advising 
bank depositors over the tele- 
phone to withdraw their money 
in certain institutions, which, the 
unknown informants stated, were 
about to suffer from ruinous 
runs. The difference seems to 
be that in one case the prophets 
of disaster come out in the open 
while in the other they are care- 
ful not to disclose their identity. 

The truth of the matter is that 
“hard times” are not with us, and 
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there is no substantial reason for 
prophesying their approach, It is 
little short of criminal to conjure 
up calamity, and the veriest non- 
sense to howl “Wolf” when that 
animal is fast disappearing be- 
yond the horizon. 

The advertisement which seems 
“to have run the gamut of fool- 
hardiness appears as a full page 
in the current issue of the Har- 
vard Law Review. It is repro- 
duced below and is put in very 
small type, so that Printers’ INK 
may not be accused of spreading 
distrust and pessimism: 

PREPARE FOR HARD TIMES. 


Financiers and_ well-informed men 
agree that we are approaching a period 


of “Hard Times.” 

That means during the next year or 
so many Banks, Manufactories, and 
Large Mercantile Houses’ will go 


through Bankruptcy. 
Are you prepared to advise and pro- 
tect your clients in a Bankruptcy pro- 


ceeding? 

Collier on Bankruptcy, 6th edition, 
1907, gives the Law as amended to 
date, Digests all the Decisions, gives 


the Practice, together with Forms, and 


is the most practical and exhaustive 
treatise on the subject. 

Collier on Bankruptcy is also the 
one recognized Authority, is Cited 


Oftener by the Federal Courts, and is 
in More General Use than all the other 
works on Bankruptcy put together, 

If you are retained in a Bankruptcy 
matter you will need a good standard 
work, the best you can get, At Once. 

Is Is Not worth to you and your 
reputation $6.50 to have in advance 
Collier on Bankruptcy, so that you 
can study the subject and have the 
Best Legal Authority At Hand When 
Needed. 


MATTHEW BENDER’ & _ COM- 
PANY, Publishers, 
Albany, N. Y. 
Perhaps you already have some 
Bankruptcy Business and would like 


to own the Bankruptcy Reports; if so, 
we will be pleased to quote you terms, 
—e 

EMERSON renders 
couplet in this way: 
“The man who has a thousand friends, 

has not a friend to spare, 
And he who has an enemy will find 
him everywhere.” 

And there is no one who can 
better heed this maxim than the 
man who has something to ad- 
vertise and to sell, 


“A Souare DEAL given for a 
Round Dollar” is a recent adver- 
tising legend. 


an original 
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Tue Bulletin of Pharmacy, 
Detroit, will issue four special 
numbers commencing with March, 
each of which will be sent to 
20,000 druggists. 





Forestry and Irrigation is the 
official organ of the American 
Forestry Association, published 


monthly at Washington, D. C. If 
it could be read regularly by a 
large number of serious Ameri- 
cans the cause of forest preserva- 
tion would be helped vastly. 


ROBERT TILNEY, editor of N. 
W. Ayer & Son’s American 
Newspaper Annual since its in- 
ception, nearly twenty-nine years 
ago, has resigned, Mr. Tilney re- 
tires from active business life 
and will devote himself to cer- 





tain lines of literary work in 
which he is interested. 

THe American Journal of 
Clinical Medicine states that 


Thomas Beecham and every other 
man who has put a purgative on 
the market made good with it. 
Nevertheless it has been said by 
some of those who have tried it 
that making money in the patent 
medicine trade is not as easy as 
“rolling off a log.” 


Tue Brooklyn Standard Union 
changes its Roll of Honor adver- 
tisement to-day to read “actual 
daily average for 1907. was 
52,697.” This paper is the onlv 
daily in Greater New York which 
has secured the Guaranteed Star 
since that guaranty of a news- 
paper’s honesty was established. 
William Berri is to be congratu- 
lated upon such a distinction. 








The big space on 
Our the top of the 
Chauncey. building at the 


upper end of Madison Square, at 
the corner of Broadway and Fifth 
Avenue, New York, is occupied 
just at present by the most subtle 
and humorous appeal in the whole 
course of its illustrious history. 
This space, perhaps the most im- 
portant and costly hoarding in the 
United States, is cighty-five feet 
long and sixteen feet high,—at 
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an elevation of about seventy-five 
feet from the sidewalk, and it is 
estimated is passed by more peo- 
ple daily than any other sign in 
this country. No one who passes 
can escape it, as it is surmounted 
on all sides by ample open space, 
and the eye of the passer-by trom 
any direction strikes it first, al- 
most at a level. The hoarding 
has been occupied in the past by 
such great national advertisers as 
the American Tobacco Co., who 
held it for a long time for Bull 
Durham, Turkish Trophies and 
the Cremo Cigar, the Gibson 
Whiskey people, the Hearst New 
York dailies, and the Evening 
Globe. 

Inescapable. by day it is equally 
so at night on account of its 
electric illumination, and it has in 
fact become one of the landmarks 
of Greater New York. The 
appeal just at present is like the 
Mikado’s prescription for an ex- 
ecution—‘“humorous but linger- 
ing.” A broadly humorous face, 
of immense size, overspread with 
a hearty laugh—mouth wide open 
and head thrown back, is flanked 
by a representation of a phono- 
graph—the word “Edison” in 
great capitals spread across the 
sign, and the legend in big let- 
ters: “It still sounds good to 
me.” The humor of the face is 
infectious and, — reminiscent —a 
second glance is convincing. It 
is none other than the great 
Chauncey himself, past high- 
priest of the great American 
joke! The likeness is copied 
carefully from the reproduction 
of a photograph of Senator 
Depew, which was given national 
publicity a few years ago in con- 


nection with the “Chauncey 
Depew Five Cent Cigar.” The 
reader will remember this at 


once, on the box and on the bill- 
boards, with the legend “named 
after me.—well it’s a good one.” 
While minus the small side- 
whiskers the likeness in outline 
and expression is an inevitable 
one. The subtlety of the appeal 
in this instance makes the ad one 
likely to be long carried in the 
recollection of the beholder—with’ 
a chuckle. 
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Don’t think of rivalry, except 
to surpass it by more generous 
service. 





ANOTHER Brooklyn paper has 
furnished Rowell’s American 
Newspaper Directory with a de- 
tailed statement of copies printed 
during the twelve months of 1907. 
The Citizen is the paper, and the 
figures show that the average 
number of copies printed on each 
of the 361 publication days of the 
year was 43,091. The Sunday is- 
sue regularly exceeds the week- 
day issue by probably three thou- 
sand copies, thus somewhat in- 
creasing the average of the com- 
bined editions for the year. 








Tue Grand Rapids, Michigan, 
Advertisers’ Club is a young or- 
ganization, which already num- 
bers about 100 members, Month- 
ly ‘dinners are held, which are 
proving extremely profitable be- 
cause of the care exercised in the 
choice of speakers. At the meet- 
ing held last month addresses 
were made by W. C. Holman, W. 
R. Fox, George Whitworth, W. 
D. Bishop, Charles H. Leonard 
and O. H. L. Wernicke. A spe- 
cial edition of the Grand Rapids 
Herald was distributed during 
the evening, devoted to pointed 
paragraphs upon club members. 








A cIRCULAR of the better sort 
has just been issued by the Des 
Moines Register and Leader, It 
gives detailed statements of cir- 
culation of the daily and Sunday 
editions for 1907, showing an av- 
erage of 30,473 copies daily and 
27,871. on Sunday. Tables show 
the comparative advertising car- 
ried in the three Des Moines 
papers during the year, both in 
total and in classified. The note- 
worthy feature of the circular, 
which was prepared by Harry 
Terrill Watts, of Des Moines, is 
an outline map of Iowa contain- 
ing the names of the principal 
towns and the time at which the 
Register and Leader is delivered 
in each of them. The paper 
reaches every corner of Iowa on 
the morning of publication. 
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J. F. Bourke, formerly western 
representative of the Hearthstone 
and Housewife, has joined the 
staff of Paul Block’s Chicago 
office. Mr. Bourke has been in 
the western field for many years. 








THE January meeting of the 
“Ad Men’s Club of Boston was 
devoted to a discussion of color 
printing and color work in the 
magazines. The chief speaker of 
the evening was Day Baker, 
president of the Sparrell Print, 
and winner of the world’s third 
highest award for color printing. 
Mr. Baker’s address was on the 
“Practical Application of Color 
Photography.” He illustrated his 
talk with many specimens, includ- 
ing an original photographic plate 
valued at $1,000, which Lumiere 
claims is the finest specimen of 
color photography in the world. 
The other speakers of the even- 
ing were Mr. Wm. E. Hall, 
treasurer of the Shaw Stocking 
Co, and Mr. W. H. McLauthlin 
of the Walter Baker Co. An 
appropriate souvenir was issued 
for the occasion in the form of 
a magnificent booklet, giving 
some of the best examples ever 
produced in color printing. 








The Breeder’s 
Indestructible Gazette has suc- 


Mailing Cards -ossfully solved 


the problem of a post card which 
cannot easily be damaged in the 


mails. The card in question is 
made of cloth, similar to: that 
used in books for very small 
children. The cloth has a glazed 


paper surface, and both text and 
illustration show up well upon it. 
Heretofore the chief difficulty ex- 
perienced with large post cards 
has been found in the ease with 
which they were ripped and torn 
while en route. Very often they 
reach their destination in such a: 
disreputable condition that they 
do not gain a respectful hearing 
from the recipients. It may well 
be that the cloth-lined cards are 
too expensive to become popular, 
but when they are used, occasion- 
ally, they are bound to attract 
favorable attention. 
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Tue Moody Corporation, Eliza- 
beth, N. J., has made an assign- 
ment for the benefit of creditors. 
It is stated that this action will 
not hinder the publication of the 
periodicals issued by the com- 
pany. The Moody Corporation 
had its offices in the Elizabeth 
Evening Times building. 








THE Vreeland-Benjamin Spe- 
cial Agency have added three pa- 
pers to their list—the Rochester, 


Y., Post Express; Jackson- 
ville, Florida, Times-Union, and 
Augusta, Ga., Herald. The first 


two of these papers are accorded 
the Gold Marks by Rowell’s 
American Newspaper Directory. 


Tue’ Siegfried Advertising 
Agency, New York, will in future 
place the business of A, H. Bick- 
more & Company, bankers; Em- 
pire State Surety Company, gen- 
eral insurance; Building Trades 
Agency; Long Island City Safe 
Deposit Company ; McGraw 
Realty Company; Prospect Park 
Bank, of Brooklyn; and Gross & 
Gross, real estate. 











Fire destroyed the plant and 
building of the Cleveland Plain 
Dealer on February 2d, entailing 
a loss of $500,000. The fire start- 
ed at 11 o’clock in the morning, 
supposedly from crossed electric 
wires, and was not under control 
until nightfall. The News, Lead- 
er and Press all assisted the 
Plain Dealer in publishing the 
paper after the fire. 








Tue first forms of the 1908 edi- 

tion of Rowell’s American News- 
paper Directory will close this 
week, Saturday. There are but 
few days remaining in which to 
furnish statements of copies 
printed during 1907, and copy for 
advertisements. Present indica- 
tions give evidence that more 
definite ratings will appear in the 
forthcoming Directory than in 
any which have preceded it, and 
also that the book will contain 
more advertising than has been 
carried since the policy of swap- 
ping space was discontinued. 


Very likely you are particular- 
ly anxious to sell goods just at 
the present time. 


Quite naturally you do not feel 
like ‘putting new men on _ the 
road, but there are, doubtless, a 
number of interesting things 
about your stock—its  salability 
and the prices you are prepared 
to make, which you would like to 
have your customers and pros- 
pective customers know about, 


Do not send out a cheap cir- 
cular letter or two and expect to 
get results, 


Advertising matter of that na- 
ture goes straight to the waste 
basket these days, accompanied 
by remarks which would burn the 
ears of the man who sent them 
out, 


Get out a little series of new, 
novel, bright and cheerful pieces 
of mailing matter that will at- 
tract interest, get attention, and 
do business for you. In this way 
you can tell the trade the things 
you want to make known and get 
in a nice lot of orders which have 
got to be placed somewhere, and 
which will go to the man who 
asks for them in the right way. 


Tell us just what you want to 
do and let us suggest the most 
effective way in which to do it. 


GEORGE ETHRIDGE, 
THE ETHRIDGE COMPANY, 


Union Square, New York, 
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H. D. Cusnutnc, formerly of 
the Shumway Agency, has start- 
ed in business as publishers’ spe- 
cial representative at 24 Milk st., 
Boston. He is devoting himself 
entirely to magazine work and at 
the present time is representing 
the following publications: Ap- 
pleton’s Magazine, Strand, Wide 
World Magazine, Theatre Maga- 
sine, Spare Moments and Paris 
Modes. 








Last week Printers’ INK took 
pleasure in reproducing an ed- 
itorial from Profitable Advertis- 
ing regarding its importance in 
the advertising community. Be- 
low is reprinted, with an equal 
amount of pleasure, an extract 
from an editorial in the Fourth 
Estate, a paper which has as a 
sub-title the phrase “A News- 
paper for the Maker of Newspa- 
pers.” The reprint may contain 
genuine news for most advertis- 
ers: 

" , there will be found in every 
issue many hints and suggestions, valu- 


able even to the veteran advertiser.” 
ees 








Seattle The organization 
of the Seattle 
Adcrafters. Adcraft Associa- 
tion was completed at a dinner 
held on January 22d, when 
officers were elected for the en- 
suing year. The association al- 
ready numbers fifty members, and 
includes representatives from the 
daily and weekly publications, 
banks, house furnishing, depart- 
ment and dry goods stores, ad- 
vertising agencies, wholesalers, 
retailers, manufacturers, printers, 
engravers, real estate and build- 
ing material dealers. 
The officers elected are: 
President, Maverick Terrell, of the 
Terrell-Maverick Co., real estate; first 
vice-president, N. R. Sibley, manager 
Stone-Fisher Co., department store; 
second vice-president, C. N. Brock- 
hagen, advertising manager Seattle 
Post-Intelligencer; secretary, A. £ 
Willoughby, advertising manager Pa- 
cific Builder and Engineer; treasurer, 
F. Paull, trust officer, Union Sav- 
ings and Trust Co.; chairmen of com- 
mittees: investigating, F. J. Perine, Ivy 
Press; membership, C. S. Harley, Dex- 
ter, Horton & Co., bankers; programme, 
G. D. Everitt, R. L. Polk & Co.; 
press committee: N. R. Sibley, Leonard 
Fowler and J. Frederick Thorn. 


CoMMENCING with the March 
issue, the advertising rate of the 
Woman’s Magazine is $2.40 a 
line, based on a circulation of 
600,000 copies. Subscriptions are 
being received at the rate of 5,000 
a day. 





r The issue of the 
Of Making _ Publishers’ Week- 
Many Books: jy dated Janu- 
ary 25 contains 600 pages, given 
over chiefly to a reference list of 
new publications that made their 
appearance in 1907. The books 
recorded amount to 9,620 titles,— 
2,481 more than those of 1906 
and running far ahead of the best 
years in the past. 

“A portion of this increase,” 
the Publishers’ Weekly states, ‘is 
to some extent to be accounted 
for by the extension of facilities 
of record reaching closer to com- 
pleteness; but it nevertheless re- 
mains true that the output of 
1907 out-reached in unusual meas- 
ure that of any previous year— 
a fact paralleled in the English 
records. In France, strange to 
note, book production was. less 
active than in a decade past, the 
total running upwards of 1,500 
behind those of 1905.” 

The classification of the print- 
ed literature, as given by the 
Publishers’ Weekly, is interesting 
and the table is reprinted below: 





1907, 
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Ba ee 

o Ce 

zg 3 

TE. de ngpehbaabanakyods 1150 2t 
Theology and Religion..... 831 45 
SS RT TR terre 626 81 
Physical and Math, Science... 613 93 
Poetry and the Drama .... 686 11 
Biography, Correspondence .. 580 23 
aI EN 592 11 
Liter. and Collected Works.. 630 14 
Medical, Hygiene .......... 309 152 


Political and Social Science.. 484 37 
Descrip., Geography, Travel.. 453 29 
Eucation 





ee on ae 
SEMIN ANNES «i555 olo'c 9 o's /s ino 9 6 292 59 
Fine Arts: Illus. Gift Books 311 12 
Domestic and Rural ........ 145 17 
Humor and Satire .......... 102. 2 
ee, a A ar eee 145 18 
Sports and Amusements .... 88 9g 
Works of Reference ....... 63 6 

DE” 4 sve iewensweadses 8925 695 
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FEBRUARY MAGAZINES. 


Discussion of the alleged de- 
cadence of religious journalism 
has been revived since the Sun- 
day School Times published a 
summary a few weeks ago in- 
tended to show the increased im- 
portance of the religious press 
to-day as compared with twenty 
years ago. It seems to be gener- 
ally believed that the power of 
denominational journalism is de- 
clining. The New York Eveun- 
ing Post has ‘sized up the situa- 
tion very well when it says: 

“That many religious papers lack in- 
terest is undeniable. The material 
that fills their columns is conventional; 
cut and dried comment on church af. 
fairs, machine-made exposition of the 
Sunday-school lesson, a commonplace 
sermon by that rising young divine, 
Dr. Smith, an article urging the laity 
to be less critical of a pastor who is 
doing his best and to hold up _ his 
hands,’ a poem of the mother-home- 





ADVERTISING IN LEADING MONTHLY 
MAGAZINES FOR FEBRUARY. 
(Exclusive of Publishers’ own advertising.) 

Pages Ag. Lines 


Everybody's ......0002..+. 105 23,632 
SystemM.......ccccccccvccess 104 23,296 
Country Life in America 

Co EE eae oo 6138 22,722 







Review of Reviews.. o 6 21,238 








err ee 88 19,824 
Ladies’ Home Journal 

Nsphasonckanecss .os . 86 17,2€0 
Pacific Monthly...... ...- 76 17,066 
Munsey’s ..........0e0e08 76 17,024 
American Magazine....... 68 15.232 
Business Man’s Magazine. 67 15,120 
World To-Day......+-+..++ 65 14,616 
WONG OS WOTK. .ncccds.... 60 13,601 
Harper’s Monthly......... 59 13,412 
Woman’s Home Com- 

panion (cols.)......00006 63 12,776 
Outing Magazine.......... 56 12,740 
Seribmer’s..... seccccsese 56 12,656 
Good Housekeeping ideas’ 55 12,432 
Peer 54 12,243 
Delineator (cols.).......... 89 12,096 
Success (cols.)....++..000 67 11,454 
Garden Magazine (cols. y 78 11,046 
Suburban Life (cols.)...... 62 10,680 
Pictorial Review (cols.).. 62 10,535 
Van Norden.... = essen 47 10,528 
Mosaasper COM) csosce 10,200 
Red Book ....¢+++....... 44 9,856 
PROUD k secs; ces 0 oss at 9,184 
Technical World......... 40 9,058 
Ladies’ World (cols.) ..... 45 g,c0o 
Modern Priscilla (cols.).... 51 8,621 
Metropolitan.........0..- 38 8,512 
Vachting (cols.) .......++ 58 8,377 
McCall’s ee (cols.). 64 8,347 
Out West (Jan.).......... 36 8,176 
New Idea Woman’s a 

zine (cols.)...... 60 8,160 
Designer (cols.). > ae 8,037 
Home Magazine ‘ols, ). 42 8,030 
Outdoor Life .. 35 7,889 


American Homes ‘and Gar- 
dens (Cols.)....ccsccsess 48 7,560 


by 


THE MAGAZINE OF BUSINESS 

















A leading Advertising 
Agency writes: 


During the past year we 
placed adveitising of Irrigated 
Farm Lands in SYSTEM, and 
while we haven’t the final fig- 
ures at hand, will say that of 
all the publications of general 
circulation, SYSTEM stood first 
on the list of about twenty-five 
publications, on cost per sale. 

Inquiries from the first four 
insertions of page copy in SYS- 
TEM cost us on the average of 
$1.35 upiece, and from these 
inquiries we sold 215 acres for 
about $28,000, or at a selling 
cost of about 28-100¢, while the 
average selling cost on the en- 
tire list was about 5¢. 


Wear 
THE MAGAZINE OF BUSINESS 
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Pages Ag. Lines 











WON aiid. eos ck oo? 31 7,140 
Human Life (cols.)........ 38 7,121 
Field and Stream.......- aes. 6,944 
ee ee ean 30 6,832 
The Circle (cols.)......... 4t 6,769 
CI. seid we ceaet axnae 29 6,676 
ani Magazine ...... 29 6,594 
Theatre Magazine (cols.).. 39 6,429 
House Beautiful (Jan.— 

2 eae 48 6,314 
Current Literature........ 28 6,272 
Popular Magazine......... 28 6,272 
House and Garden (cols.). 43 6,177 
TERING S DORR 00sec 27 6,160 
Appleton’s Magazine..... 26 5.936 
Overland Monthly (Jan.) 26 5,908 
Ovter’s Book (Jan.)......- 26 5,824 
Etude (cols.) ....sesseweee 31 5,320 
Health Magazine.. 23 5,320 
Short Stories...... 23 5,264 
Gunter’s Magazine. . 2 5; 
Spare Moments (cols 29 5,046 

ide World Magazine.. 22 4,970 
=, Events (Jan _ 

COU Venae: os. 00 060006 io 3 4,714 
Po Monthly he aiwialeiace's 21 45704 
Bookman., Ng aS ae 20 4,662 
Recreation (cols.).... 26 4515 
Americen Boy (cols.).... 22 4,512 
Putnam’s Monthly........ 20 4,480 
Strand... ee 4,312 
Home Needlework 19 4,242 
Star Monthly (cols.) 29 418 
All-Story Magazine...... 18 4,032 
Serre: 16 3.584 
Travel Magazine (cols.)..... 24 3,488 
Benziger’s Magazine (cols.) 19 3,40 
International Studio...... 2 3923 
Musician (Jan.—cols,).,... 20 3,206 




















30 
a Ag. Lines 
Bohemian.......- cabnnnen 3,182 
Smart Set a 2,912 
Smith’s Magazine... eons 12 2,688 
Railroad Man’s Magazine Ir 2,646 
Transatlantic Tales...... 8 2,002 
St. Nicholas 8 1,932 
Philistine ...... oe > Se 1,764 
New England Magazine. oo §=—s«S 1,120 
Scrap Book.... .....+- cece 4 1,008 
Peopie’s Magazine....... 3 672 


ADVERTISING IN LEADING WEEKLY 


MAGAZINES FOR JANUARY. 
(Exclusive of Publishers’ own advertising.) 
Week ending Jan. 5 

























Cols. Ag. Lines 

Saturday Evening Post... 41 6,888 

RNseseeetdsedncvecences 43 6,020 
ee Sere 27 5,222 
Literary Digest...... 2. ee 45445 
Independent (pages)...... 27 3,920 
WOO vies 6 ss0nesex0 eooee 21 3,276 
CRBIOAR 60.0006:00 c0see 19 2,948 
Outlook (pages).......... 13 2,912 
Christian Endeavor World 13 2,432 
Christian Herald......... 12 2,100 
Associated Sunday Maga- 

i cescnee 69 1,788 
Scientific American...... 8 1,600 
—- ene Maga- 

soneeee whecoee . gf 1,304 
Leslie’ s Weekly.. Sesesseos 5 1,053 

Week ending Jan. 12: 

Saturday Evening Post... 30 5,040 
Collier’s ......... ceescsce 26 4:547 
Literary Digest......... ° 25 3,507 
Independent (pages)... 14 3,220 
Outlook len EPRD so Seiniscck 14 3,178 
Churchman........+..-+« 14 2,676 
Associated Sunday Maga- 

ZINE ,..cccccvccecoce os 5 Oe 2,586 
VOUe 2.000020. cecccccces 13 2,107 
Christian Herald......... Il 15903 
Illustrated Sunday Maga- 

GENE oaveaec i060 -s00000 9 1,749 
Christian Endeavor “World 9 1,676 
Leslie’s Weekly.......... 7 1,477 
Scientific American ~» 1,440 
Eatnbetesiseventes 7 1,087 

Week ending Jan. 19: 

Vogue ....2- ccccccccccces 87 13,550 
Saturday Evening Post oo 3% 5,272 
Outlook gta eocvcccee - 16 39752 
Churchman, . .secccceres 22 3,074 
Literary Digest... cove = 35535 
Collier's .......0006 soe 8 3,3 
Telependca (pages pases . 3,360 
Christian Herald......... 15 2,602 
Leslie’s Weekly......+++ 10 2,070 
Associated Sunday Maga- 

eee oscos Q 1,786 
Scientific ‘American . shi tee 8 1,748 
= Endeavor World 7 1,520 

Me dobscbasbieieabnn 10 1,409 
aesiiid Sunday Mage. 

RC sip snvessaseiensovcve 7 15323 

Week ending Jan. 26: 

Outlook (pages)... ....++ sr 11,592 
Saturday Evening Post... 35 5,380 
Literary Digest...eee.... 3! 4,338 
Collier's. + 20 3,791 
Independent (pages). dave ae 3,563 
Churchman.........+++« 21 35419 
Christian Endeavor World 1 5 2,939 
eens Sunday _— 

BIBS ocvccccccecsceces oo 8 2,390 
WORE ccneps cosvecee 13 2,163 
Scientific American. 10 2,041 
Christian Herald........- II 1,857 


He.ccccccsccccccedeccec. 32 1,635 


PRINTERS’ INK. 


Cols. Ag. Lines 





Leslie’s Weekly......... 7 1,413 
Illustrated Saudey Maga- 

DWM icosacccsccessecere.. § 780 

Week ending Feb. 2: 

Saturday Evening Post... 41 7,040 
Collier's ..usscscccccocsesee 26 5,017 
Literary Digest....... coe 33 45732 
Churchman,.......+.++0+ + 29 4;70 
Outlook (pages)..... eecese 38 4,08 
Independent (pages)...... 15 3.475. 
MIE ck cheeks chek denn*® 20 3,246 
Associated Sunday Maga- 

WURD cncn nhs ken sss sence SF 3,273 
Christian Herald......... 7 3,125 
Leslie’s Weekly.......... 14 2,909 
BAND, ines 00 bene sae 0s 16 2,247 
Scientific ‘American eovcees 10 2,158 
— Sunday Maga- 

oeveescesesee- cee 7 1,274 
Christian Endeavor World 6 1,263 

Totals for January: 

etl Evening Post... 30,119 
ee rn 25,522 
Sie Re ove 245342 
Collier's Or or 21,943 
Literary Digest. 20,557 
Independent . 17,538 
Churchman .........++. 17,422 

Mc iciuka bs as ests baat 12,398 
Associated Sunday Maga- 

erry aS 11,763 
Christian Herald. ..... 11,587 
Christian Endeavor World 9,830 
Scientific American...... 8, 
Leslie’s Weekly......... 8,922 
Illustrated Sunday Maga- 

TUR bse pvnee davedeseee 6,490 





and-heaven type, and items about a new 
church in the Bronx and a pipe-organ 
at Syracuse. All this, intelligent men 
must admit, is pretty thin milk, even 
for babes in Christ. The advertising 
is correspondingly slender; notices of 
books issued by -the denominational 
publishing houses, cards of bell-found- 
ers and dealers in ecclesiastical spe- 
cialties, and a few other miscellaneous 
matters. The desperate straits of the 
advertising manager is shown by his 
acceptance of advertisements of pat- 
ent medicines—‘tonics’—and of  spec- 
ulative ventures in land, oil-wells, and 
mines, none of which could secure 
space in a reputable secular paper.” 


It is scarcely fair to the re- 
ligious papers of the better sort 
to assert that they accept adver- 
tising which could not secure 
space in a reputable secular pa- 
per, but aside from this the Post's 
characterization is not unjust. 

One of the champions of reli- 


gious journals is the Catholic 
World, which, however, does not 
admit that these papers are 


not loosing their grip: 

“We can set it down that religious 
papers are not in the business of en- 
tertainment, though many _ legitimate 
secular papers are. The religious pa- 
per can make little appeal to the light- 
er or the purely secular side of peo- 
ple’s interests and sensibilities; in any 
such attempt it is wholly outclassed by 
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the journalism that finds a chief field 
there. The religious paper has a 
clear title to the field of the deepest 
interests of men and women. An 

this field will go out of existence when 
the art of reading and the kingdom of 
God are done away with. Not before.” 

One last quotation, from Cur- 
rent Literature, which says, in 
commenting upon the Sunday 
School Times’ summary: 

“In spite of this optimistic review 
of the situation, the dispassionate stud- 
ent of religious journalism in America 
can hardly fail to have noticed during 
recent years a weakening grip, a de- 
crease in vitality, There are a few 
excellent. religidus journals, but the 
number is not growing. The tendency 
seems to be for denominational papers 
to give way to such broadly ee 
but non-sectarian, weeklies The 
Outlook and The fadabinaewi” 

There are a few denomina- 
tional papers which maintain 
their importance, but they may 
almost be numbered on the 
fingers of one hand. The Church- 
man is foremost of these, par- 
tially because of its magazine 
features, which lend interest to it 
entirely apart from its religious 
nature, The Congregationalist 
in its denomination and _ the 
Christian Advocate among. the 
Methodists are exponents of all 
that is best in sectarian publica- 
tions. The Interior and_ the 
Examiner have a definite clientele 
of high intelligence in the Pres- 
byterian and the Baptist Church, 
respectively, 


The fact remains, however, that }, 


weekly magazines which have dis- 
carded denominational features 
while retaining a broad religious 
spirit have outstripped the rank 
and file of their former competi- 
tors who are still feeding the de- 
nominational fires. The Outlook 
is probably the best exponent of 
successful papers founded upon 
religious lines which have now 
become magazines of a more 
general nature, and the Outlook, 
during January, was surpassed 
only by the Saturday Evening 
Post in the amount of advertising 
carried by weeklies. 


“The difficulty with our reli- 


gious contemporaries,” says the 
Evening Post, “is that they are 
denominational in an age which 
cares very little about sectarian 
lines. The limited circulation is 


evidence of a_ limited interest in 
the denomination as such.” 


MAGAZINE NOTES. 
The Literary Digest has inaugurated 
a new automobile department, appear- 
ing in the body of the magazine. 


Last year the Ladies’ World guar- 
anteed a regular issue of 400,000 cop- 
ies, and gave an average of 60,000 
per issue over and above what was 
guaranteed. 


Appleton’s for February strikes a 
note of optimism that is refreshing. 
Hereafter this magazine promises to be 
interesting without delving into the 
mud for its material. The February 
cover is strikingly original. 


H. R. Reed, advertising manager of 
the Red Book and Blue Book has re- 
signed to enter the weekly magazine 
field. He is succeeded by R. : 
Strassman, for several years advertis- 
ing manager of the Chicago Tribune 
and more recently engaged in direct- 
ing various advertising campaigns. 

i] 





—— 


GREEK MEETS GREEK. 
Maptson, Wis., Feb. 1, 1908. 
Little Schoolmaster: 

This advertisement from the Mason 
City, Ia., Times-Herald would indicate 
that Greek has met Greek. 

Otto. Kney. 





To Our Patrons: 

Dear Frienps: We take the liberty 
of telling the people of Mason City 
that Mr. Gus Skondras, the proprietor 
of the Olympia has gone to Europe and 
Greece. He left his nephews, Tom 
Mogolitsas and James Skondras, to 
manage the store. We will give the 
people of Mason City better satisfac- 
tion that when Mr. Gus Skondras was 
ere. We will be pleased to have the 
people trade at the Olympia the same 
as they did before. 

Yours very truly, 
Tom Mogolitsas, 
James Skondras. 


THE ONE BEST INVESTMENT. 
PortLanp, Ore., Jan. 29, 1908. 
Editor of Printers’ INK: 

Enclosed find check for four years’ 
subscription. I consider it the best 
investment I can ‘make. Ideas produce 
results, and Printers’ INK is chuck 
full of them. 

Yours for a prosperous year, 

P. E. Suttivan, 
Publisher Catholic Sentinel. 


—_ —_ +e 


Ir is the duty of the show-card and 
price-ticket to attract the attention of 
the passers-by. Many times they seem 
to remind one of something he needs 
or has neglected to purchase. A pro- 
fitable and inexpensive combination is 
a show-card that is bright, catchy and 
convincing.—Dry Goods Reporter. 
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Second Annual Issue 
Of PRINTERS’ INK 
To Schools. 


HE issue of Printers’ Ink, dated March 4th, 
will contain articles of an interesting and inform- 
ing nature upon Educational Advertising. 

Copies of this issue will be mailed to a list of adver- 
tising and non-advertising schools especially compiled 
for PRINTERS INK. The intention isto make this num- 
ber so valuable that it will be preserved for reference. 
A large amount of advertising from educa- 
tional institutions is regularly sought after by 
many newspapers and periodicals, not chiefly 
because of the income which it brings, but be- 
cause of the probability that papers carrying 
this advertising reach readers ofa high grade of 
intelligence and of a large purchasing power. 
Any publication which desires to secure the business 
of the schools will make no mistake in placing an 
advertisement in this issue. This is the time of year 
to tell schools why they need your help in filling the 
class-rooms next September. 


Press Day, Feh. 26, 1908. 


There will be no advance in the adv ertising rates, 
which are as follows: 

Classified advertising: 20 cents a line. Display 
advertising: $40 a page; $20 a half page; $10 a 
quarter page; $3 a inch. If a specified position, 
selected by the advertiser is allowed, double price is 
charged for the space used. 

Five per cent discount is allowed from these 
prices if payment accompanies the order and copy. 
















ADDRESS 


PRINTERS’ INK, 


10 Spruce Street, New York. 
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BUSINESS GOING OUT. 
T. Donnelly, 107 Fourth Avenue, 
New York, is asking rates generally. 
Frank Seaman, New York, has se- 
cured the Maxwell Automobile ac- 
count, 


Andrews & Coupe, New York, are 
asking rates on some financial adver- 
tising. 


The Lesan-Gould Agency, St. Louis, 
is putting out advertising for J. F. 
Gregory. 

Frank Presbrey Agency, New York, 
is sending out renewals for the French 
Line of steamships. 


The Agate Advertising Agency, New 
York, has secured the account of the 
De Miracle Company. 


G. W. Tyler, Boston, Mass., is ad- 
vertising H. A Brown, using twenty- 
eight lines, two times. 


The Essex Distilling Company, Cin- 
cinnati, Ohio, is doing some advertis- 
ing in Georgia papers, 


Kaufman Bros., Chattanooga, ‘Tenn., 
are sending out some whiskey copy on 
a mail-order proposition. 

The Marshall Remedy 
New York, is advertising 
Frank Kiernan, New York. 


Company, 
through 


Philo Hay Specialties Co., Newark, 
N. J., is asking rates generally, in 
view of enlarging its territory. 

The advertising of the Red Dwarf 
ink Pencil, New York, is handled by 
Andrews & Coupe of New York. 

E. P. Remington Company, Pitts- 
burg, making contracts for Foster 
Wilbur, manufacturer of Kidney Pills. 

The Massengale Agency, Atlanta, 
Ga., is placing copy for the Capudine 
Chemical Company, of Raleigh, N. C. 


Theo. P. Roberts, Chicago, is placing 
advertising of Sears-Roebuck « Com- 


pany, using variable space thirteen 
times. 

G. M. Savage, Detroit, Mich., is 
putting out some advertising for 


H. Remick, a musical concern, also of 
Detroit, 


Frank Presbrey Company, New 
York, is sending out Pinehurst copy, 
five inches, double column, to papers 
generally. 


G. Powning, New Haven, Conn., is 
asking rates for Dr. H. C. Bradford, 
from papers of ten thousand or more 
circulation. 


The Erwin K. Ferrington Company, 
New York, is placing some financial 
business in Sunday papers throughout 
the country. 


The Kargon Extracting Company of 
Cincinnati, Ohio, has changed its name 
to that of Pate, Thompson & Pate; 
the business is still placed by the 
Blaine-Thompson Company of Cincin- 
nati. : 


The Bankers’ and Merchants’ Ad- 
vertising Company, New York, is 
sending out a number of small classi- 
fied orders. 


Albert Frank & Co., New York, are 
sending out copy to forty large city 
papers for the fHlamburg-American 
Line, to be inserted daily and every 
other day. 


Clague-Painter-Jones, Chicago, will 
handle the account of Chas. Dennehy, 
also of Chicago, to advertise his Un- 
der-roof Rye. 


Lord & Thomas, Chicago, are placing 
advertising for the Thomas Motor Car 
Company, of Buffalo, in a few of the 
larger cities. 


The American Sports Publishing 
Company, New York, will advertise 
the 1908 Base Ball Guide for A. G. 
Spalding & Bros. 


The Co-Operative Post Card Com- 
pany, New York, is advertising in 
mail-order papers through Frank Kier- 
nan, New York. 


Advertising for the Maycliff Distill- 
ing Company, Kansas City, Mo., is go- 
ing out through H. W. Kastor & Son, 
also of Kansas City. 


Copy for Belmont College is now 
going out through the Lesan-Gould 
Agency, of St. Louis, to apply on con- 
tracts made last fall. 


J. J. Fulton, San Francisco, Cal., is 
using two hundred inches, two times, 
Wednesday and Saturday. The _ busi- 
ness is placed direct. 


Albert Frank & Company, New York. 
is using ten lines, one hundred and 
fifty six times, three times a week, ‘for 
the Fabre Steamship Line. 


The Agency for Newspaper Adver- 
tising, New York, is asking rates on 
two, four and ten thousand lines, from 
papers of the Middle West. 


The H. I. Ireland Agency, Philadel- 
phia, is sending out copy for the 
Autocar Company, of Ardmore, Pa., 
to a few of the larger cities. 


N. W. Ayer & Son, Philadelphia, 
are using two inches, six times a week, 
every other week, for Thery & Com- 
pany, Detroit, a seed company. 


The Frank Presbrey Company, New 
York, anticipates sending out some 
contracts for the Crossett Shoe Com- 
pany of North Abington, Mass. 


Two inches, eighteen times, are be- 
ing used by the Chicago office of 
Walter Thompson, to advertise the 
Judson Company, of Judson, III. 


N. W. Ayers & Son, Philadelphia, 
are using New England papers for 
advertising of the Cornell Stocking 
Corporation, of New Bedford, Mass. 


The Walter C. Lewis Company, Bos- 
ton, Mass., is sending out new thirteen 
hundred _ line contracts for advertising 
Walter M. Lowney Co., Boston, Mass. 
Copy will not be sent out until next 
all, however, 
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The Chas. H. Fuller Company, Chi- 
cago, is putting out seven thousand 
five hundred line contracts for the 
Golden Specific Company, of Chicago. 


W. A. Reed, Philadelphia, is doing 
some financial advertising through 
Albert Frank & Company, New York. 
Only Philadelphia papers are being 
used. 


A. E. Robinson (Interstate Remedy 
Company), St. Louis, is using four 
inches, every other Saturday, till-forbid 
orders, through Nelson Chesman, of 
that city. 

The Dorland Agency, Atlantic City, 
N. J., is placing torty-two lines, thirt 
times, for the Florida East Coast Rail- 
way. Copy will be run Tuesday, 
Thursday, Saturday and Sunday. 


Frank Kiernan, New York, is plac- 
ing some financial advertising for the 


following concerns: Swazy & Com- 
pany, New York; J. Campbell Cory, 
New York, and the Seaboard Com- 


mission Company, of Philadelphia. 


The Homer W. Hedge Company has 
closed a number of new accounts in 
the last two weeks and among them 
are M. J. Whittall, carpets, Worcester, 


who will use, to a great extent, vom- 
en’s publications, In addition a_con- 
tract has been closed with the Fiber- 


loid Company for the advertising of 
their linen collars and cuffs. An- 
other campaign has been inaugurated 
for Merck & Company, chemical spe- 
cialties. 


or 
BOOKLETS. 
The Kahn Tailoring Company, of 
Indianapolis, has issued a little style 


book for the coming spring which is 
out of the usual tailor-booklet rut. 
Each page has appropriate ornamenta- 
tion in green, and contains a drawing 
of a “real” man in Kahn clothes. 


Another Shoe catalogue for the com- 
ing spring is sent out by the Ralston 
Health Shoemakers, of Can.,<cllo, 
Mass. In the front of the catalogue, 
stapled in, is a personally addressed 
imitation typewritten letter prophesying 
a brisk spring trade, and then follows 
the usual descriptions and illustrations 
of “in stock” patterns. 


Park & Tilford, New York, have is- 
sued a modest little booklet, done in 
black, red and gold on a delicately 
tinted paper, which contains a pretty 
legend of the origin of the tea herb. 
The history of tea drinking is briefly 
dwelt upon, and at the last an account 
is given of the ability of this fine old 
house to provide the best teas pro- 
duced. 


M. C. Migel & Co., silk manufactur- 
ers of New York, have succeeded in 
putting out a novelty, as booklets go. 
It was prepared by the Root News- 
paper Agency, and is entitled ‘What 
She Wears.” The cover is of Japanese 
stock, as well as the pages within, and 
the oriental atmosphere is preserved 
throughout. Accompanying the booklet 
are six panels illustrating gowns made 


. 
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of Migel silks. On the backs of these 
are everyday bits of advice for woman- 
kind, intermingled with suggestions 
upon the employment of silk as wear- 
ing apparel. 


The Eclipse Electrotype and En- 
graving Co., Cleveland, have an_ in- 
forming booklet upon the ‘‘metzo- 
graph” process of illustration, which 
this company introduced into this 
country from Germany. For work of 
Certain character, set forth in the 


booklet, it would seem that the metzo- 
graph process excels half-tones, and 
advertisers would do well to make a 
study of their comparative merits. 


A booklet which admirably illustrates 


the uniformly high character of the 
printing and engraving of the Mc- 
Farland Publicity Service of Harris- 


burg, Pa., is the ‘‘Flower Girl,” issued 
by Heller Brothers, of Newcastle, 
Indiana, as a catalogue for their nur- 
sery. The color printing upon _ the 
cover of this booklet is but rarely 
equalled on this side of the Atlantic. 


Unless one knows a great deal about 

Camp Wildwood, he is not likely to 
gather much information about it from 
the booklet recently issued by the Di- 
rector, Sumner R. Hooper, of Morris- 
town, N. J. The illustrations tell the 
larger share of the story, and these 
lose in value because they are printed 
in green. Half-tones, especially if 
they are small and contain plenty of 
detail, show up better in black ink. 


C. Arthur Sabine, advertising mana- 
ger of the Charles A. Eaton Company, 
Brockton, Mass., has issued the spring 
catalogue for the James Means Shoes, 
The booklet is printed in brown upon 
a lighter brown paper, while the same 
color scheme is utilized in the cover 
stock. It is unusual for a shoe cata- 
logue to have the illustrations in any- 
thing but black, but the present de- 
parture from precedent is not unpleas- 
ing. 


George Borgfeldt & Company, im- 
porters and wholesalers of New York, 
have issued a dignified announcement 
to the trade for the present year, in 
the form of a booklet of eight pages 
and cover. The main features of the 
booklet consists of illustrations of the 
company’s depots in various parts of 
the world together with the smaller 
buildings formerly occupied. The 
printing is in black upon straw-colored 
panels. 


“Lifting Magnets and Recent Im- 
provements in Them” is the title of a 
little booklet just issued by the Cutler- 
Hammer Clutch Co., of Milwaukee. 
The subject matter originally appeared 
in Cassier’s Magazine for October, 
1907. ‘The booklet, which is printed 
in the form of a miniature magazine, 
traces briefly the development of the 
lifting magnet, illustrates the different 
kinds of magnets used for handling 
pig iron, metal plates and other classes 
of material and explains, by an easily 
understood analogy, how the magnetic 
“lines of force’? support weights rang- 
ing from and to ten tons. 
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Success Magazine 
A Periodical of American Life 
New York 


To us the recent ‘money panic’’ 
developed this condition : a very large 
percentage of the advertisers who tem- 
porarily discontinued advertising be- 
long to the class known as publicity 
advertisers; those who trace results by 
direct mail orders, and who snow 
absolutely when advertising pays, held 
fast and are still with “Success Maga- 
zine.” Many of this class have in- 
creased the size of their copy, and 
several large concerns have started 
new campaigns with bigger copy. 

The majority of the readers of ‘‘Suc- 
cess Magazine” are ‘‘with funds,’’ and 
are ready to take advantage of adver- 
tising offers, 

Why curtail your efforts now? 


Advertising Director 














1908 
McKittrick’s Directory 
of Advertisers 


Mchittrick’s Directory of Adver- 
tisers for 1908 is now ready. It 
is the best edition that has yet 
appeared and contains over 12,000 
prominent general advertisers 
scattered all over the country. 
Quarterly supplements are issued. 
It has a complete list of Automo- 
bile Manufacturers and dealers in 
Automobile Accessories in the 
United States. Also a list of about 
2,000 trade-mark articles and also 
one of the general Advertising 
Agents. 

Above all the Directory gives the name 

of the man in each concern who hands 

out the contracts for advertising and 


the agency through whom the business 

is placed. 
All information is obtained by 
personal call on each advertiser. 
Send for prospectus. 


George McKittrick & Company 
108 Fulton Street, New York, N. Y. 














THE OBJECT OF 
ADVERTISING IS TO 
SELL GOODS. 


A says, “To sell goods I must 
create public sentiment in favor of 
the article advertised and there- 
fore I must have large circulation, 
in other words quantity.” 

B says, “To sell goods I must 
reach directly the greatest number 
of possible buyers and must there 
fore have quality.” 

For some articles the large cir- 
culation does no doubt contain 
the largest number of possible 
purchasers, but there are all kinds 
of circulation and all kinds of 
articles, and the two should be in 
harmony. 

For many kinds of articles 
LiIFE’s_ circulation offers the 
smallest amount of waste. LIFE’s 
readers can appreciate quality 
(from automobiles to soap), other 
wise they would not appreciate 
LIFE and pay $5.00 per year for 
its weekly visits. 

During 1907 LIFE carried over 
240,000 agate lines of net advertis- 
ing—an average of more than 
eighty-nine magazine pages per 
month. In that list you might 
find some advertisers who desire 
not only quality of circulation but 
quantity also. Their presence in 
LIFE is due to the fact that each 
copy of LIFE has so many readers; 
that these readers are the influ- 
ential people in their communities; 
that nearly every page contains 
reading or illustration so that no 
page escapes attention, 


JosIAH JuDSON HAZEN, 
Advertising Manager, 
17 Wess 31st St., 
New York City. 


LIE LAE LT ELIE RE IEE a SN ONE 


Poeer it 
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THE STORY OF VAN DYK. 


HOW ADVERTISING IN NEWSPAPERS 
AND GIVING AWAY SOUVENIRS 
INCREASED BUSINESS FROM ONE 
RETAIL TEA AND COFFEE STORE 
TO SIXTY IN SEVEN YEARS, 


Tea and coffee at retail do not 
seem to be advertised to any 
great extent, that is exclusively, 
or by exclusive dealers in these 
necessities. It is true that grocers 
who use newspaper space devote 
more or less of it to tea and cof- 
fee, along with their various 
other goods, but the exclusive 
dealer is almost unknown as a 
regular advertiser. The James 
Van Dyk Company is an excep- 
tion, and the following account of 
the advertising methods is not 
only interesting, on that account, 
but it should particularly appeal 
to the small dealer who is adver- 
tising occasionally in a small way, 
or not at all. To be sure, this 
firm is not a small concern but 
it was a small retail store when 
it first entered the field, a few 
years ago; so the fact that it had 
been established many years, as 
wholesalers, does not enter into 
the argument. 

About seven years ago the 
firm was merged into a corpora- 
tion under the name of James 
Van Dyk Co.; one retail store 
was opened and advertising in the 
newspapers was begun in a small 
way. At present there are re- 
tail stores scattered all over 
Greater New York, and in sur- 
rounding territory, even as far as 
Lynn, Mass. There are an ag- 
gregate of sixty stores in twenty 
towns, necessitating the employ- 
ment of about three hundred 
clerks and over one hundred de- 
livery wagons; and C. D. Bern- 
see, the advertising manager, 
from whom the information con-. 
tained in this article was secured, 
said it was due to advertising. 

The firm sells, besides tea and 
coffee, cocoa, extracts and spices. 
All the stores have the same gen- 
erai appearance to the observer, 
and the pedestrian cannot fail to 
notice them, if he is even slightly 
observant, for they all have red 


fronts, the same kinds of signs 
and about the same kind of win- 
dow displays. 

Newspaper space and free sou- 
venirs constitute about the whole 
of the advertising, so far as va- 
riety is concerned. No souvenir 
that is useful is given away if it 
can be avoided, although some- 
times this rule is infringed upon, 
as in the case of wooden circular 
boxes containing a_pen-holder, 
pens and pencils, which were dis- 
tributed just before schools open- 
ed last September. The useful 
article is the one usually sought 
by retailers as souvenirs, but the 
Van Dyk people have a horror of 
the “premium” system in vogue 
so long with most tea stores—the 
venerable cup and saucer scheme, 
for instance—and try to make 
the dividing line between it and 
their system as distinct as possible, 
Trading stamps, the “guess-the- 
number-of-beans-in-the-jar” scheme, 
and all others, are avoided as one 
avoids a plague. The souvenirs 
are usually given away just be- 
fore holidays and special occa- 
sions: such as New Year's, 
Fourth of July, Thanksgiving, 
Christmas, and also when trade 
seems in special need of being 
stirred up. Invariably after dis- 
tributing souvenirs, sales increase 
to a remarkable extent. In this 
connection Mr. Bernsee advanced 
an argument that seemed partic- 
ularly good and evidenced care- 
ful thought and a deal of com- 
mon sense. It was that souvenirs 
were not given away for the sole 
purpose of creating new custom- 
ers, but fully as much for the 
purpose of cementing pleasant re- 
lations with present customers 
and holding their trade. These 
two points are almost equally im- 
portant in advertising, but a lot 
of advertisers do not seem to 
realize it. Many advertisers, 
both big and little, spend money 
and effort in advertising for the 
sole purpose of getting new cus- 
tomers into their stores, appar- 
ently, while their system and-or- 
ganization of sales departments 
are so imperfect that they are 
constantly losing former patrons, 
and are even unable to please the 
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new ones who call in response to 
the ads. 

Just previous to Thanksgiving 
the souvenir was a miniature 
pumpkin. It was about the size 
of an ordinary orange, and was 
made of metal with a yellow body 
and a green’ stem. The stem 
served as a handle, for the 
pumpkin was really a box that 
could be used for _ hair-pins, 
change, collar buttons or what 
not. Last Fourth of July bal- 
loons attached to sticks were 
given out; and in the past such 
gifts as fans, small savings banks, 
pretty lithographed door panels 
and similar articles have been dis- 
tributed. The name of the firm 
is, of course, on them but always 
in small printing and in an unob- 
trusive position. | Remembering 
that most of the souvenirs were 
children’s articles Mr. Bernsee 
was asked if they were selected 
with a special view to this end 
and stated that they were. The 
theory is that if the children are 
pleased the parents are pretty 
sure to be pleased, and then 
again, a better low-priced article 
can be bought suitable for a child 
than can be bought with the same 
sum for an adult. Most of the 
souvenirs are imported, many of 
them being made in Germany and 
some in Japan, France and other 
countries. They are all made to 
order and many of them are of 
exclusive Cesigns. A lot of sou- 
venirs sufficiently large to supply 
the various stores costs from 
$4,000 to $5,000. 

The firm places its advertising 
direct. Compared with the care- 
fully planned systems of many 
advertisers it would seem that the 
James Van Dyk Company goes 
on particularly go-as-you-please 
lines; but it seems to be making * 
out pretty well. The advertising 
manager has no’ appropriation, 
going into the papers or staying 


out as the fancy seizes him, or 
the condition of the business 
seems to warrant. Unlike nearly 


all other advertisers, who spend 
many thousands of dollars a year 
in newspapers, they have not, nor 
never had, booklets, pamphlets or 
similar auxiliary literature with 
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which to follow up their general 
advertising. _ Neither have they 


made any special effort to build 
up a mail-order department. Mr. 
Bernsee said that very soon they 
would go into booklets, and as 
soon as more commodious. quar- 
ters are secured the matter of 
mail-order advertising will be 
taken up. The firm is in an out- 
of-the-way part of New York, i 
a building it has occupied for 
generations, and it is now dis- 
posing of about all the goods it 
can produce, This statement may 
seem strange, especially to the 
non-advertising retailer in tea 
and coffee, but the quantity sold 
in sixty well-established and well- 
advertised stores must aggregate 
an immense output every month. 

As the firm advertises irregu- 
larly, so the size of the ads are 
irregular, running all the way 
from two inches single column to 
six inches triple column. A num- 
ber of papers in every town where 
there is a branch store are used, 
and while all do not get the same 
size copy it is all about the same 
copy;—that is, the wording is 
about the same in all the ads. 
This results, sometimes, in con- 
gestion when a five-inch double 
column ad is boiled down to a 
three-inch single column. The 
number of daily papers used is 
about fifty. 

The store management is ex- 
cellent. All the clerks are care- 
fully selected and are thoroughly 
trained before they are allowed 
to act as salesmen. And this is 
of more importance than many 
storekeepers seem to realize, 

All the salesmen, clerks, help- 
ers and other employees are hired 
by one man and are under his 
direct supervision. ‘Everything 
is done here,” said Mr. Bernsee. 

‘No 307 Water street is the main- 
spring and Mr. Van Dyk is the 
hair-spring.”’ 

New stores are being added to 
the chain at the rate of about one 
a month. 

—_+e>—_—_—_——_ 

Tue really successful merchant is a 
good listener. It is a thousand times 
better to bite at a good suggestion and 
put your own finishing touches on than 
to keep hammering away hopelessly, in 
the attempt to be the founder of some- 
thing original.—Hardware Trade. 
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CALIFORNIA. 
Oakland...... SSecvcccceccceces Enquirer, 
COLORADO. 
Denver........ cece ccccccccsesveses + POSt, 
CONNECTICUT. 


Bridgeport..Morning Telegram and Union, 


DISTRICT OF COLUMBIA, 
Waehiegion ....6+0 se000 ... Evening Star. 


GEORGIA. 
Augusta...cccccscccccerses + «+eChronicle, 


ILLINOIS. 
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Chicago....sccscscvces .- Tribune. 
Chicago.....+++.+..+++++-Record-Herald, 
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Crawfordsville ............ Journal. 
Indianapolis.......+++.++++- News, 
Indianapolis..........++....Star. 
Richmond........... eeerer Evening Item. 
Terre Haute....-..+++++0+++ Lribune. 


IOWA. 
....Successful Farming. 
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Des Moines.. 
Sioux City.... 


KANSAS. 
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MARYLAND. 
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MASSACHUSETTS. 
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MICHIGAN. 
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Jackson.....++++eseeeeeeMorning Patriot. 
MINNESOTA. 


Minneapolis .......Journal. 

Minneapolis........ Tribune. 

Minneapolis........ Farm, Stock and Home. 

Minneapolis........Svenska Amerikanska 
Posten. 
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MISSOURI, 
Kansas City ..ccccccccscccccccccecs Star. 
NEBRASKA. 
Lincoln...... soveceeeDaily Star. 
Lincoln,...c.ccceee .-State Journal and 


Evening News. 


NEW JERSEY. 
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NEW YORK, 


Brooklyn ....+++006 +++++-Standard Union, 
DN Mkicsoneeesedenad Evening News. 
Mount Vernon........... Argus. 
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OHIO, 
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OREGON, 
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Columbia..... pibnwusees9 60s dieses State, 
TENNESSEE. 
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K noxvilie.... mes and Tribune 

Nashville... - Banner. 
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Milwaukee.... . Journal. 
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OMMERCIAL 


ART CRITICISM 


By GEORGE ETHRIDGE, 41 Union Square, N. Y. 


Read f Print Ink will Receive Free of Charge 
Criticism a eee ie Matter Sent to Mr. Ethridge 





The amount of space which 
the illustration of an advertise- 
ment should occupy depends upon 
many things, and one of these is 
he adaptability of the article ad- 
vertised to illustration which will 
make its character or uses plain. 

If you are advertising a fer- 
tilizer concerning which there 
are many things to be said, it is 
best to give most of the space to 
the text, as no illustration can 








ONE ROOM 


OR A DOZEN 


As Occasion Demands. 
Thats Precisely What 


WILSON’S 
ROLLING 
PARTITIONS 


Provide. They transform 
the main floor into sepa- 
rate rooms and back again 
to the former ina moment's 
time. Leaves open space 
or makes sound-proof 
class rooms. Illustrated 
pamphlet free if you men- 


tion the RECORD OF CHRIS- 





TIAN WORK. 


JAS. G. WILSON MFG. CO. 


7 West 29th Street, NEW YORK. 


Nol. 














show conclusively either the char- 
acter of your product or (con- 
vincingly) what it will do, 

But in the case of an article 
like rolling partitions, which are 
described in the advertisement 
marked No. 1, the illustration can 
show in a manner which speaks 
almost louder than words just 
what the partitions are for, what 
they are like and how they work. 

For this reason it is not good 
judgment to use a little, indis- 
tinct, complicated picture, but 
rather to give the illustration 


lots of room in which to exert its 
usefulness. No. 2 does this and 


WILSON’S 
» ROLLING 
PARTITIONS 

















No.2. 


still leaves as much room 
text as does the original. 
* * * 
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_ This Bon Ami magazine adver- 
tisement at least shows the pack- 





age in good shape, so that the 
CLEANS ia 
“wears = 
as oo 
Oo a 








housewife may recognize it when 
she sees it on the grocery shelf. 

It also tells in the fewest pos- 
sible words what Bon Ami does, 
and although the arrangement is 
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somewhat peculiar, and although 
it leaves a great deal to the im- 
agination, still it may be, and 
probably is, more useful than it 
would be if the entire space were 
closely packed with words. 
Another merit which should not 
be overlooked is that this piece 


of copy does not impart the 
thrilling information that Bon 
Ami “hasn’t scratched yet.” This 


is not only a change but a relief, 
Ps * x 


It will be observed that this 
peculiar looking advertisement of 
Bakers’ Publicity Company ad- 
vertises “Teddy Bear Bread.” 
The original advertisement was 
714 by to inches in size. Half of 
this space, or 714 by 5 inches, is 
devoted to the ‘oneal barred ef- 
fect, which is one of the most 
striking features of the advertise- 
ment. 

If any curious individual should 








[cet the Exclusive License 
To Bake This Popular # 
New Loaf in Your City 












We furmsh Formule, Labels, Pans and 
all mecessary adveruwng matter and we 
Jail plane campasgn for you that wll assure 
swccoun, 

=== 


Parucdars for the 
Jeshng 


“Teddy Bear’ Bread 


Toate Mart Regmared @ US Passet fine 


BAKERS PUBLICITY COMPANY +0 vceum ones 
Prb Pls Kanes Cry Lie Basking Kanees Cay, Mm 
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inquire what the lower half of 
this advertisement is for, he is 
hereby _ authoritatively informed 
that it is a cage in which to con- 
fine the Teddy Bear while he eats 
his bread. 
* * * 

The E. K. B. garter was, as we 
are advised by this advertisement, 
designed by a woman, and it is to 
be assumed that it is for the use 
of women, as the dim background 
of the illustration employed 
seems to be made up of distinctly 
feminine frills and flounces, This 
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all 
that a careful examination of this 
picture yields, 


deduction seems to be about 


Such an illustration is almost 
useless for an advertisement of 
this kind. The picture of a gar- 
ter, or anything of that nature, 
should show how it works, and 
nothing can do this as well as a 
clean-cut, simple line drawing. A 


E.K.B. 
GARTER 


DESIGNED BY A WOMAN 
to overcome the many little annoying 
features of other makes. Webbing comes 
between the wearer and all metal parts. 
THREE POINTS OF EXCELLENCE 











Quick - Acting, Sure 
Fastening Corset Clasp. 
Easily attached or de- 
tached.Cannot unfasten, 









Patent Cast Off, 
Makes it unnecessary to 
remove clasps from hose. 
Quick and convenient. 
















Webb Protected 
Clasps. 

Will not tear stocking. 

Prices: MERCERIZED WEBB, 


B, 
Money will be refunded IMMEDIATELY 
vpon return of Garters if found unsatisfactory. 


° ° to anyone sending us orders 
Silk Pair Free for § pairs silk and §2.50., 


MERCERIZED pair free for orders for 6 pairs 
mercerized and $1.50. 


E. K. B. GARTER CO. 


22 HANOVER ST. - BOSTON, MASS. 











25c. 
50c, 

















line drawing will print anywhere, 
and at the same time it gives the 
advertiser a permissible oppor- 
tunity to enlarge or slightly ex- 
aggerate those parts upon which 
he claims superiority. 

It is not meant by this that it 
is permissible to deceive the pub- 
lic as to the character of the de- 
vice, but merely to so dislpay it 
as to accentuate the points to 
which it is desired to attract at- 
tention. This cannot be done ina 
half-tone cut made from a photo- 
graph of the article itself. 


with men_be- 
You can’t afford 


Don’t take chances 
cause they are cheap. 


to keep any more high-grade _ clerks 
than you need, neither can you afford 
to use inexperienced ones.—Dry Goods 


Reporte. 
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Advertisements. 


Advertisements in“ Printers’ Ink” cost twenty 
cents « line or forty dollars a page (29) lines) 
Sor each insertion, $10.40 a line per year, Five 
per cevt aiscoint may be deducted if payment 
accompites copy and order for insertion 
and ten recent on yearly contract paid 
wholiy inadvance. Ifa specified position is 
demanded foran advertisement, andyranted, 
double price will be charged, 


WANTS, 


GENTS wanted to sell ad novelties; 25% com. 
3 samples, l0c. J.C. KENYON, Owego, N.Y, 


LLUSTRATED FARM SERVICE for dailies* 
Page mats or any way to suit. ASSOCIATED 
FAKM PRESS, 1:2 Dearborn st., Chicago. 


y4 EK circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per vay. 


Vy © WANT REPORTERS, with experience, 
news sense and good appearance. Fay, 
$12 to $18. Also want lin sg kg operators and 
cylinder pressmen. Booklet No.7 is free. FEK- 
LD NEWSPAPER MEN’S EXCHANGE, 
Springfield, Mass 
DUBLISHING, Mercantile, Manufacturing. We 
. Many opportunities 
experience or ability. 
as to experience and location de- 
sired. HAPGOODS, 305 Broadway, New York, or 
1010 Hartford Building, Chicago. 


EXPERIENCED 
ADVERTISING MAN 


wants a larger opportunity. Competent to take 
entire charge of an aavertising campaign in an 
agency or office of manufacturer. Twenty years’ 
experience. Preters location in Boston or New 
Kngland. Address ‘M.L.” care Printers’ Ink. 
10 Spruce Street, New Y ¥ ork. 


Y YOUNG MEN AND WOMEN 








Keep Tab 


How long does the ordinary 
two-piece tip on your guide cards 
last? Doesn't it always give out 
atthe top? These one-piece 


Celluloid Tipped 
Guide Cards 


protect the top of the tab where 
the wear comes and more than 
double the usefulness of the card. 
Never crack or curl—in all colors, 
printed or plain. 

Ask your dealer for the one- 
piece tip or write direct for sam- 
ples to 


STANDARD INDEX CARD C0. 
701-709 Arch St. Philadelphia, Pa. 














of ability who seek positions as adwriters 
avd ad managers should use the ified col- 
umns of PRINTERS’ INK, the business journal for 
adve:tisers, puolisned weekly at 10 Spruce Si., 
New York. deh navertizements will be inserted 
ar 20 cents per line. six wordsto Une line. PRINT 
ere’ INK ts the vest school for advertisers, and it 
reaches every weex More employing aavertirers 
than any otuer vublication in tie United States, 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ity for ready positions at $25u weeb ana over, Lo 
write for free copy of my new prospectus anc 
endorsements from leading concerns every- 
where. One vraduate fills $8,000 place, another 
4,000, and any number earn $1,500, The nest 
clothing adwriter in New York owes his suc- 
cess within a few —— to my teachings. De- 
mana exceeds suyy 
GEORGE H. Low ELL Advertising and Ruat- 
ness Expert. 768 Metropolitan Annex. New York. 









66 A DV ERTISERS’ MAGAZINE” should be 
read by every advertiser and Mail-Order 


dealer. Best “Ad School” in existence. Trial 
subscription, 10¢c Sample copy free. ADVER- 
TISEKS’ MAG. ZINE, 815 Gra Grand. Kansas City, Mo- 


EXPERIENCE 


in department-store or agency work in New 
York is wanted by a young man who is interested 
m advertising as a profession, and desires to 
learn it from the ground up. High-school edu- 
cation, advanced student in course of the I. C. 
Schools, ambitious, and a conscientious worker. 
Let me call on you 


Address “ D, §.,” care Printers’ Ink. 





Experienced Advertising 

Man Wants to Change 

Position Between Now 
and May Ist. 


Experienced as writer and manager; now 
with a large mail-raer house. Can plan 
intelligently, direct campaigns, prepare r-- 
sult-br:nging booklets and circulars, make 
up catalogs, and write good letters. Fa- 
miliar with follow-up systems. Makes no 
pretension to trilliancy, but is an honest 
worker, industrious, sober and conscien- 
tious, Five years in present position. Thice 
years in position preceding. Good refer- 
ences. Age, 36; married, Will work for 
$2.60 (present salary) until he has shown 
that he is worth more. Mail-order or manu- 
facturing business preferred. 
Address ** TEALMAN,” 


care Printers’ Ink. 








ADVERTISING MANAGER, 


now employed by big mail-order house, 


BITIOUS! 
PRAC TICAL!! 
with successsul advertising record, wide 
knowledge of business systems and selling 
methods, 1s looking for an 
O-P-P-0-R-T-U-N-I-T-Y 
to connect with a first-class concern. 

lam both a salesman and an advertiser, 
I have ‘ drummed the trade,” and | can put 
into print the same clear, forcible language 
that your salesmen use in the field—maybe 
1 can find some new selling points. 

I'll study your business from a salesman’s 
point of view with my advertising knowl- 
edge and get $$ results. 

SEE ME! 

I may be just the man you need, and if 1 
am, it won't take a bank president’s salary 
tovetme, “HH. D.,’ care Printers’ Ink. 
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ANTED — Experienced Sales Mi r of 
ability for » large Al kstabiisho re. 

gressive Eastern Mail Order House. } Must be 

good business letter writer and have gooi knowl- 

eage of advertising and Ry systems. 

ary to start, $25 per week and a percentage of 

profits. Give age, experience and references. 

Address * M.,” care Printers’ Ink. 


FOR SALE, 


ARGEST JOB PLAN’ in city of 40,000, dcing 
$1,5L0 a month, for sale on account of deat. 
of owner — thousand doilars cash: balance 
on easy term: 


sddress H.8. JEWELL, Springfield, Mo. 


NVENTOR of six of the best agency, mail-order 
and general trade articies in the U S. will 
sell or exchange secret process and exclusive 
right for manufacturing. You better investi- 
gate this. T.J. KICE & CO., Hamuvurg, Mich. 


6, 00 CASH W ILL , SECURE two thirds 
interest in $15,000 newspaper and 
job printing basiness in New England city of 
over 10,000 people. Balance deferred. Owner 
ready to retein part interest. Up-to-date pa 
ment. All communications confidential. NEW: 
PAPER MEN’S EXCHANGE, Springfield, Mass. 
Menace tate sey 


COIN MAILER, 


&2.% 1,000. For 6 coins $3. Any printing. 
. ACME GOIN CARRIER CO., Burlington, la. 
———_+er = — 


ADVERTISING NOVELTIES. 


VERY conceivable kind, from all manufac- 
‘4 turers. E. W. FRENCH CO.,1 Beekman St., 
opposite Postoffice, New York. 
~~7o 


WALL CALENDARS. 


Sean and STATIONERS who are selling 
Wall Calendars write to us for our 1909 Cal- 
endar Samples, which cost us over $6, and which 
we will send to the trade (to those who mean 
business) for $2.75. Our line contains about 200 
selected desi and our prices are 25 per cent 
lower than any bouse ever offered. We want one 
printer in each town, who can do the business, 
and will make _ a special offer. State amount 
of business don P a goer . PENN CARD AND 
PAPER CO., 14N. 6th, Philadelphia, Pa. 
sceasihnamnim 1 Scena 


PREMIUMS. 


T HOUSANDS of suggestive premiums suitable 
for publishers and otners from the foremost 

makers and wholesaie dealers in jewelry anc 

kindred lines. 500-page list price illustrated 

catalogue (@O) Greatest k of its ee. 

Published annually. 36th issue now ready ; 

8. F. MYEKS CO.. 47w. and 49 Maiden Lane, N. x: 


PATENTS, 


pomm PATENTS that PROTECT 
Our & books for Inv panaee mailed on recei f 
of 6 cts. stamps. KR. 8. & A. B. LACEY 
Washington. b. ©, Extab. 1869. 














SUPPLIES. 


ERNARD’S Cold Water Paste is being used 
on all advertising wagons traveling through- 
out the 0.38 yg — = Spavin Cure 
20-pound box costs $3.00, two barrels 
paste BERNA RDS PASTE DEPARTMENT, Kee- 
tor Building. Chicago, 
- 


BOOKLETS, 
We have a booklet for Banks 
sae should interest every 
Bank President and Cashier. 
They cost : 500, $20; 1,000, $25; 1.500. $30; 2,000, $35; 


2.500. $40; 5,000, $65. Free sample to Banks only. 
Printers’ Ink Press, 4 Rowe | Street, New York, 


COIN C! CARDS, 


3 PER 1.000. Less for more;any printing. 
& THE COIN WKAPPER Cv.. Detroit, Micn, 











HALF-TONES. 


W RITE for samples and prices. Asan 
ENGRAVING CO.. 560 ith Ave. . New York 
NYS oar HALF TONES. 
3x4, $l; 4x5, $1.61 
Beteoree whien cash accompanies the order, 
Send for samp 
KNOXVILLE "ENGRAVING CO., Knoxville, Tenn, 
ALF-TONE or line productions. 10 square 


inches or smaller. detivered prepaid, 7ac.; 
6 or more. 





Casa with order. All 
“newspaper screens. Service day and. nigbt. 
Write for circuiars. Keferences furnisbea. 
Newspaper process-engraver. P, 0. Box 81a, 
Philadelphia. ba. 
—_+o>—__——_ 
ADVERTISING MEDIA, 


THE best 6,000-town daily on this earth is the 
Troy:Ohio) RECORD—prints more local news 
than any other—that makes it best. Carries more 
= “Wants” ’ than any other. Only small town daily 
bh is ful without a weekly 
edition. joo —_ department or political 
8 booste neither. Moral: It 

has all the circulation it claims to have. 
——— 


40e. each, 





MAILING MACHINES, 


f[HE DICK MATCHLESS MARLeS. js htest and 
quickest. Price $14.50. a J. ENTINK, 
Mfr., 178 Vermont St., Buffal ok as 


PRINTING, 


you share with us the economy of our loca- 

tion. Our facilities insure Romer work, 
l’rompt estimates on letter-heads; factory forms 
and booklets in large quantities. THE BOULTON 
PRESS, drawer 98 Cuba, N, Y. 


—_+e+__ 
ADVERTISING AGENCIKS. 


D A. O°GORMAN AGENCY, 1 Madison Ave., 
e N.Y. Medical Journal advg. exclusively. 


L, DO WDEN AGENCY, Kingston, Jamaiva. 
e All kinds of advertising. 


He IRELAND ADVERTISING AGENCY, 
1029 Tribune Building, New York. 
925 Chestnut Street, Philaaelphia. 
LBERT FRANK & CU., 25 Broad Street, N. Y. 
General Advertising’ Agents. Kstablisheu 
1872. Cnicago. Boston. Philadelphia. Advertis- 
ingof ail kinds placed in every part of the world. 


7 SEPT ACTORENS Aly ERT HRING BUREAC. 
4 237 Broad vay ones P.O... New York. Ads 
in the TRADE JOURNALS our specialty. 
Benj. R. Western, Propr. Est. 1877. Bookiet. 


— +o 
INDEX CARDS. 


[BDEx Cans for all Cabinets. Get our prices 

and samples. THE BLAIR PRINTING CoO., 

912 Elm Street, Cincinnati. Ohio. 
—_ +9, 


PUBLISHING = OPPORTUNI. 
aS 


‘RADE PAPERS—Class Paners—Magazines, 
Now is a good time to buy. 
Prices are right, so are terms. 
From $5,000 to $500, 000 
Vur advice about buying is 
DO IT NOW 
Call, write or *phone your Seton. 
EMERSON P. Hak Is, 
Broker in Publishing Property, 
253 Broadway. New Yor 


PAPER 


B BASSETT & SUTPHIN, 
62 Lafayette st.. New York “City. 
Coated panersa specialty. Diamond B Perfect. 
Write for hign-vrade catalogues, 





WILL send 11 for Davids’ Practical Letterer, complete in- 
structions in Commercial Lettering with brush or pen; 


actical hints on photo-engraving and designing ; 


AN: do good show card work. 
much information of great value to advertisers. 


THADDEUS DAVIDS Co., 127 William St. New York, 


This book contains 


EsTABLISHED 1825, 


i 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
eards orcirculars, and any other suzgestions for bettering this department, 








W. H. Mortey, 
Advertising, 
510 Commonwealth ‘Trust Bldg. 
St. Louis, Mo, 
Editor Ready Made Department: 
Dear Str—I am mailing under sep- 
arate cover a series of blotters and two 


letters on which [I would like your 
frank criticism. 

This data was sent to small -etail 
advertisers in this city (one piece 


every other day) in the order as num- 
bered. 

I will appreciate your comments very 
much, for | have to admit that much 
of my knowledge in advertising was 
gleaned from Printers’ INK, 

Yours very truly, 
(Signed) W. H. Mortey. 





The letters and blotters—twelve 
pieces altogether—have the same 
general purpose, which is to se- 
cure permission to submit speci- 
men ads without charge, and 
thus ‘‘show the goods” before any 
arrangement is made for the ser- 
vice. As Mr. Morley says, these 
mail pieces were sent to small re- 
tail advertisers, those most like- 
ly to insist on being “shown” be- 
fore committing themselves, and 
it seems to me that the scheme 
was well adapted to its purpose, 
for it could hardly fail to inspire 
confidence. The first five pieces 
to be mailed (blotters) read as 
follows: 





“SHOW ME,” 

Every shrewd business man wants to 
see the goods before spending his 
money. If you feel that way regard- 
ing your Newspaper and General Ad- 
vertising—and you should—I shall be 
pleased to prepare some convincing 
copy and ideas for your particular 
business, without obligating you in any 
way. A letter will bring me to your 
store at any time. 

W. H. MORLEY, 
Advertising, 
510 Commonwealth Trust Building, 
St. Louis, Mo. 


CONFIDENCE, 
You are continually inviting the 
public to your store, believing that the 





quality of merchandise displayed on 
your counters will fully justify the 
prices you quote. That’s all | ask— 


to submit a few Newspaper Advertise- 
ments and ideas, adapted to your par- 
ticular business, to prove that my ser- 
vices are fully worth the few dollars I 





ask. May I do so—simply request me 
by mail. 
W. H. MORLEY, 
Advertising, 


510 Commonwealth Trust Building, 





St. Louis, Mo. 

WHAT I DO. 
I write Newspaper Advertisements, 
Sooklets, Folders, Follow-up and Cir- 


cular Letters for retail advertisers, at 
a nominal weekly charge. I never try 
to be “funny” or employ hair-raising 
stunts to catch the curious. I simply 
tell the public about your merchandise 
and business in a strong, terse, con- 
vincing way and then—quit. May I 
demonstrate my ability by getting up 
some advertising data for your busi- 
ness, at my expense? If so, write me. 
W. H. MORLEY, 
Advertising, 
510 Commonwealth Trust Building, 
St. Louis, Mo. 


CONVINCING THE PUBLIC. 

If your Goods are right, and your 
Prices are right, and your Salesmen 
up-to-date; wouldn’t it pay you to con- 
vince the public of these facts by 
strong, persistent advertising? Draw- 
ing people to your store is my _busi- 
ness. Will you give me an opportunity 
to submit a few strong, convincing 
advertisements to prove to you that I 
know my business? No expense what- 
ever—simply write me. 

W. H. MORLEY, 
Advertising, 
510 Commonwealth Trust Building, 
St. Louis, Mo. 


FROM $10 TO $15 PER WEEK. 

That’s all my services cost you—just 
the salary of an inexperienced Sales- 
man. Supose you put me on your pay 
roll for 6 or 8 weeks, to prove that I 
can~ ‘‘make good.”’ For a certain week- 
ly salary—to be mutually agreed upon 
—I will prepare your newspaper ads, 
suggest illustrations, write up your 
Folders, Booklets, follow-up _ letters, 
etc. When that trial expires there is 
no question in my mind that I will 
get on your permanent pay-roll. When 
may I call to talk this matter over 


with you? 
W. H. MORLEY, 
Advertising, 
510 Commonwealth Trust Building, 
St. Louis, Mo. 


It will be noted that in the fifth 
piece, Mr. Morley gives a fairly 
definite idea as to the cost of the 
service, which is also a good 
idea. Then, in the sixth piece 
(the letter here reprinted) he 
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makes a telling point for adver- 
tising as a means for keeping 
busy the high-priced clerks who 





are actually earning only when 
they are selling: 

Dear Sir—There are many _ mer- 
chants in St. Louis who consider no 
salary too high to secure a ‘“‘cracker- 
jack”’ salesman. . 1 

And if you walk down Olive street 


and glance at some of the stores, you'll 
find many of the salesmen gazing 
through the door ready to pounce upon 


anyone who chances to look in their 
direction. 
“‘Cracker-jack” salesmen—no _—_cus- 


tomers. . 
That’s a sorry state of affairs—sorry 


because it is true. : 
And wherever you see these idle 
salesmen, you'll generally find that 


those stores are very poorly advertised 
—have no convincing or __ persistent 
“get up” in their methods of publicity. 

Which leads me up to the subject 
that if your salesmen are often idle— 
if your advertising is not what it 
should be, I would like to prepare a 
few newspaper ads for your business, 





which would give you mighty good 
reasons for putting me on your pay- 
roll, 

May I do so at my own expense? 
You needn’t accept them unless you 
are perfectly satisfied. 

Yours very truly, 
This is followed by another 


blotter, calling attention to the 
neglected mailing list: 





A VALUABLE ASSET. 

You’ve probably got 1,000 names (or 
more) of customers who have ordered 
from you during the past year or so. 
Instead of waiting for these people to 
order again, why not send them an 
eceasional Booklet, Folder, Letter—in 
fact any*form of advertising literature, 
featuring some special line that might 
possibly interest them. Doesn’t cost 
much—it pays handsomely. I write 
and design crisp, convincing, made-for- 
the-busy-man kind of advertising data, 





et small cost, and print same for you 
at strictly commercial prices. Let’s 
put our heads together for a big 1908 
boost. 
W. H. MORLEY, 
Advertising, 
510 Commonwealth Trust Building, 
St. Louis, Mo. 
And, after three more ink- 


absorbers, each bearing a sensible 
talk about the service, the twelfth 
piece, a letter as reprinted below, 
was sent, enclosing a reply card 





on which to make an _ appoint- 
ment: 
Dear Sir—Wherever you sec a 


genuine free trial offer attached to any 





advertised article, that article will have 
merit. 

Note that I emphasize the genuine 

where ‘the advertiser without reser- 
vation or condition except an _ honest 
desire on your part to buy if satisfied 

says to you, “Here are my goods— 
try them—if not satisfactory, return 
them at my expense—if they are all | 
claim and what you want, send me thie 
price.” 

In almost every such case that  ar- 
ticle will be found to have merit. 

On exactly the same conditions I am 
willing to prepare a few newspapcr 
advertisements for your business—or a 
booklet, folder, or any piece of litera- 
ture—with the view of convincing you 
that I have sufficient “get up’ about 
me to handle your store advertising in 
a thoroughly capable manner. 

If the work I present convinces you 
that I am the right man for the place, 
I shall expect to handle your news- 
paper and general advertising just as 
long as I make good. 

If my work does not strike you 
favorably—negotiations cease and that’s 
the end of it, 

Now that’s a straightforward offer. 

All I ask is a straightforward reply 
on the enclosed postal card. 

Yours very truly, 





1 Question That is Pretty Sure to 
Stop Those Who Have Been Abread, 
From the Philadelphia Bulletin. 





Been Abroad ? 


You’ve no doubt a_ col- 
lection of photographs of 
the principal points of in- 
interest you’ve seen. Why 
not have them framed? 

We frame artistically 











and economically, 
SCHEIBAL’S, 
Art Shop, 
S WN. oth St, 
Philadelphia, Pa, 
The Whole Story—Except Price— 
Quickly Told. From the Buffalo 


Evening News. 





Exercise Economy 
By Using Coke— 
The Smokeless Fuel 

It costs one-third less 
than coal, kindles so easily 
that a fire need be main- 
tained only when it is want- 
ed and burns freely to 
ashes, making no_ smoke, 
soot or smell. It is lighter 
and cleaner to handle than 
coal. Try it and be con- 
vinced, 

BUFFALO GAS CO., 
249 W. Genesee St., 
186-188 Main St., 
Buffalo, N. Y. 
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“Darty Loca News,” sonable to suppose that some pos- 
Has the Largest Circulation of the|sible customers would assume 


Inland Dailies of Pennsylvania. that the price was too high for 


ates sc soo e Pa, |them, and would not even ask 

oF 6g STER, *4@ |the price from the fear of finding 
Editor Ready Made Department: ae : ae ae aa fs : 

Dear Str—I enclose an  advertise- it so, where, if it had een print. 

ment of a bakery. in West Chester, |¢d they would readily have paid 


it. This may sound theoretical, 
but it will work out that way in 
many cases. Ask some of your 
friends if they haven’t been up 
against just such experiences. 
Here is the ad—just a plain, un- 
assuming sort of an ed _ which 
forced the ice cream portion to 
work harder,: by mixing in that 
line about bread, in bold type at 
the bottom. That should have 
been left out entirely or set in a 
plain body letter instead of a job 


face: 


which was written by me and inserted 
in the Daily Local News, of Jan. 18, 
1908. It sold 18 quarts of the adver- 
tised ice cream at 50 cents per quart; 
the space occupied was 2 inches, double 
column, at our flat rate 36 cents per 
inch; $1.44 for the one time. I think 
this is a paying ad. I would like 
you to reproduce it in your Ready 
Made Advertising Department, if you 
think it O.K. and also tell me just 
exactly what you think of it. 
(Signed) W. D. Hopecson, 
Adv. Representative of Daily Local 
News. 


It seems to me that this series 








Strawberry 








Made from the highest quality of the 
real fruit. They are not preserved, but 
are fresh strawberries, right off the vine. 
You will be surprised at the delicious 
flavor if you order a quart for Sun- 





Ice Cream 





BENKENDORPF’S 


Both ’Phones—D. & A., 540X; Chester County, 258. 


Almost Every One Is Eating Rye Bread. Are You? 


day’s dinner. 


121 WEST 
9 GAY STREET 











should have brought very satis- 
factory results, but Mr. Morley 
fails to inform us as to this—the 
best test. 

I have no idea what it should 
cost to sell ice cream by adver- 
tising, but eight cents per quart 
would seem to be a reasonable 
figure. I am not sure that it is a 
low one, however, for it is nearly 


one sixth of the price of the 
cream. I believe that this is an- 
other case where the printing of 
the price would. have helped. 
“Fresh strawberries” sounds 
high-priced in the winter, 
whether they are or not, and 


not everybody would stop to think 
how far a quart of strawberries 
will go in flavoring and coloring 
ice cream. Therefore, it is rea- 


Tue DurHAM LIGHT AND POWER 
CoMPANY, 
DurHam, N. C. 


Editor Ready Made Department: 

_ Dear Sir—I would like your criti- 
cism of the enclosed ads through your 
department of Ready Made advertise- 


nents. 
We are contemplating a very ex- 
tensive new business campaign the 


coming spring, and of course will use 
the newspapers liberally. 

The ads enclosed are some of the 

many we run during the past summer. 
They were all written hurriedly and 
no doubt could be greatly improved if 
more time were taken for proper dis- 
play and lay-out. 
As I am a subscriber to your paper 
Printers’ INK—I trust I am_ not 
asking too much by sending the en- 
closed ads for criticism. 

I cannot refrain from mentioning 
the fact that I think Printers’ INK 
is one of the best—if not the best pa- 
per devoted to advertising—I have 
ever had the pleasure of reading, and 
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I consider myself fortunate in being a 
subscriber. 
am, yours very truly, 
(Signed) A. L. CuuMtey, 
Commercial Department. 





They are all pretty bad, in dis- 
play at least; solid lines of big 
caps; first a line of Post and then 
one of DeVinne, with shorter 
lines of various other bold faces, 
produce anything but a pleasing 
effect. Then, again, there is too 
much repetition. Saying a thing 
over in an adjoining paragraph, 
in exactly the same words and 
type, fails to add any particular 
emphasis and is hardly worth do- 
ing just for the sake of a “bal- 
ance,” which appears to have been 
the purpose in this ad, Though it 
occupied just half of a newspaper 
page, this ad says not a word 
about the advantages of the gas 
range, but repeats the price 
(which is but a small part of the 
gas range argument) three times: 
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COOK WITH GAS! 
Cool, Clean, Convenient, Economical! 
No Dirt, No Ashes! 

No Worry About the Servant 
Appearing in the Morning! 
COOKING LECTURES 

Monday, Wednesday and Friday 

Four-Thirty O’Clock in the Afternoon! 

MENU: 

Monday, August s5—Broiled 

Vienna Potatoes, Southern 

Lemon Queen Cake. 

Wednesday, August 


Not 


Steak, 
Biscuit, 


7—Home-made 


Bread, Vienna Rolls, Snowballs, Fruit 
Sauce, Cheese Puffs. 

Friday, August 9—Broiled Blue 
Fish, with Hollandaise Sauce, Quick 
Muffins, Sunshine Cake. 

Everything Cooked on Gas_ Range, 


And Served to Those Present, 
WILL SELL RANGE AT COST! 
AND MAKE ALL CONNECTIONS 
FREE! 


Gas Range Will Be Given Away Next 
Friday Afternoon. Ladies Will 


Receive Tickets at Demon- 
stration. 
DURHAM ae, AND POWER 
JMPANY. 


COOK — WITH — GAS! 





Another page, however, makes a 
better job of the price matter by 
printing three different prices, 
with corresponding cuts, and a 
list of 120 people who have in- 








COOK 2 WITH 2 GAS! 





THIS IS THE 


OF THE EXTRAOPDINARY 


Low Prices on Gas Ranges! 


LAST WEEK 





This ieage ery in , your 
kitchen THIS WEEK 
914.00. 


=e yee 





—=aSs = 





This Range seeed in your 
kitchen THIS WEEK - 
_ $4. 00. 


= 





Think of It i 


oa 


You can have Range all ready for use placed in your kitchen for Fourteen Dollars. 


Think of it 7 





COOK 


WITH - GAS! 





Durham Light 


and Power Co. 











One of th of the full 4 page ads, re- 
printed here without its spread- 
eagle and confusing display goes 
to the other extreme and _ talks 
everything but price; the words 
“at cost” having little real signi- 
ficance to the average buyer: 





stalled gas ranges “during the 
past month” (August, 1907). All 
the ads have an “open,” easy-to- 


read appearance, but they sprawl 
so that they do not invite the eye 
or make that happy first impres- 
sion which so often sticks and 
helps, 
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BUSINESS COUNSEL 





CLEAR YOUR STOCKS NOW. 


AND ADVERTISING. 








January and February are the 
most propitious months to clear 
your stocks of afi undesirable 
merchandise. No doubt there’s 
lots of goods on your shelves 
that have rested there for months. 
Clear it all out now even if you 
must reduce your profit 2, 3, 4 or 
5 cents. 

Turn your stock as often as 
possible to have the best showing 
on your books. Monday is the 
most favorable day to start a 
sale; and at this time of the year, 
two, three or even four, sales can 
be successfully carried out. 

Many stores at the present time 


are successfully carrying on 
simultaneously a “Mid-Winter 
Clothing Sale,” “Semi-Annual 
Sale of Underwear,” together 
with a “Mid-Winter Clearance 
Sale,” embodying miscellaneous 
merchandise. 


A “Mid-Winter Clearance 
Sale” together with the other de. 
partmental sales create business, 
by attracting one’s attention to 
the regular stock which should be 
as enticingly displayed as it is 
possible, 

Few of the stores of the cities 
advertise their regular mer- 
chandise. Woman _ is_ looking 
everlastingly for bargains. She 
may decry this fact and claim she 
is not influenced by the advertis- 
ing of reduced prices but rest as- 
sured that she is, and always will 
be. Of course your advertising 
must be truthful. It's folly to ad- 
vertise a fifty per cent reduction 
when it is really only twenty-five. 
Once obtain the confidence of 
your public and _ you'll never 
want for customers, but let your 
customers be deceived but a 
single time and you'll have a diffi- 
cult time restoring her confi- 
dence, if ever. 

This feeling of confidence will 
bring her to your store and that, 
by the way, should be the ob- 
ject of all your advertising. It's 
the most difficult and desirable 


thing to accomplish, because once 
a prospective customer is inter- 
ested sufficiently to come and 
view your merchandise it should 
not be difficult to sell her provid- 
ed your statements were truth- 
ful. It is not nearly so hard to 
obtain the confidence as _ one 
would imagine. 

If a woman finds that you were 
truthful two or three times she 
will take it for granted you are 
always truthful; but be sure that 
you don't violate that confidence. 

The question often arises “How 
long shall I run this sale?” I 
would say just as long as it con- 
tinues to pay, which in most lo- 
calities will not be longer than a 
week. Before your sale is start- 
ed, lead up to it in your adver- 
tisements of the week before with 
something like this, “Next Mon- 
day begins the Great Mid-Winter 
Sale” “The. Economy Wise are 
Anxiously Awaiting the Opening 
Winter Sale,” etc., and then on 
Sunday come forth with enlarged 
space and place the items and 
prices forcibly before the public. 

Be optimistic with your fol- 
low-up ads. They should read 
something like the following: 


Mid-Winter Sale 
a Big Success. 


The rush surprised even 
us, Of course, we ex- 
pected a big attendance be- 
cause the values warranted 
it, and everybody knows 
the greatness of the values 
always offered by _ this 
store, but the way the peo- 
ple appreciated our Mid- 
Winter Sale was_ remark- 
able. It’s a satisfaction to 
know, however, that honest 
endeavor to supply the 
best merchandise at the 
lowest prices brings its re- 
ward, 

For those 





who have not 
been fortunate enough to 
get here yesterday there 
has been a new outpouring 
of big values—so be here 
bright and early to-day. 














The Power to Buy 4 
@ This bulging purse is full of “long green” suggestions 
from advertisers who found that readers of The World's 


Work and Country Life in America have “the power 
to buy.” It is sent gladly to any advertiser on request. 


DOUBLEDAY, PAGE & CQw 
133 East 16th Street, New York. 





